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MeLAURIN-JONES 
FINE PAPERS 





The specially designed 200-inch telescope atop Mt. Palomar discovers details of the rings of Saturn never seen before. 


WARETONE MIRROR FINISH 

OLD TAVERN METALLICS 

M-}) POSTCARD AND COVER 
GUARANTEED FLAT GUMMED PAPERS 
RELYON REPRODUCTION PAPER 
WARE HEAT SEAL 


McLAURIN-JONES COMPANY 
HEADQUARTERS: BROOKFIELD, MASSACHUSETTS 
Offices: New York, Chicago, Cincinnati, Los Angeles 
Mills: Brookfield and Ware, Mass., Grand Rapids, Mich., Homer, La. 


The McLaurin-Jones line of fine papers brings out new details 
in your printing, too. Why? Because McLaurin-Jones fine 


papers have a specially designed micro-smooth finish. 


Discover new details in your printing. Choose the line of fine 
papers specially designed to bring out the details of your 
craftsmanship . .. McLaurin-Jones Fine Papers . . . for printing, 


label, box covering and postcard work. 


McLAURIN-JONES FINE PAPERS 
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Good Friend of Direct Mail’ 
by Henry Hoke 


Direct Mail Gets Read 
by Arthur Martin Karl 


What Doctors Get In The Mail 


Put That Lamp Down, Pappy 
by Wilfrid J. Rowe 


How To Keep Salesmen informed 
by Ruth Gardner 
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In Direct Advertising 
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My Mail Order Day 
by Jared Abbeon 


Personalities in The News 


The Direct Mail Library 


THE ONLY MAGAZINE DEVOTED 
EXCLUSIVELY TO DIRECT MAIL 


The Reporter is independentiy owned and 


op- 


erated. But in addition to thousands of regular 


subscribers, all Members of the Direct 


Mai! 


Advertising Association receive The Reporter 
as part of the Association service. A portion 


of their annua! dues pays for the subscrip 
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when the job is LARGE 


call LEMARGE! 


SERVING CHICAGO 
AND THE 
MIDWESTERN AREA 


Lemarge the finest mechanically 
equipped mailing service in the 
Middle West producing all types of 
jobs at low cost. 


Lemarge . . . a battery of modern auto- 
matic inserting machines turning out 
over half a million pieces a day. 


Lemarge . . . specializing in speedy 


premium handling and mailing and 
low cost typewriter addressing. 


‘ Os Write or phone 
ers f for details! 


the LEMARGE company 
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| We welcome your direct mail ideas and news items for this department. Send al! material to 
| Short Notes Department, The Reporter of Direct Mail Advertising, 224-7th St., Garden City, N.Y 




















} LAST OCTOBER we predicted that 
there would be big changes in the setup 
of the Direct Mail Advertising Associ- 
ation after the election of Les Suhler as 
President and a broadening of the geo- 
graphical representation on the Board. 
Many of those changes are now becom- 
ing evident. A greatly - improved bi- 
monthly Newsletter, new headquarters 
staff and a new location. The Associa- 
tion is becoming more active in postal 
matters than ever before. And on June 
15 the Association revealed its plans for 
building a Development Fund which 
would finance (aside from membership 
dues) important research projects, pub- 
lic relations programs and work on post- 
al matters. Before the announcement 
90 member firms had contributed well 
over $10,000 in units of participation 
ranging from $100 to $500 each. It is 
expected that there will be from $25,- 
000 to $50,000 in this special fund by 
the end of the year. The money will be 
used wisely in places where it will do 
the most good. 


eee 


}] A MAILING FROM SPAIN can be 
handled very easily for you by Reporter 
reader F. Lueches, Manager of the For- 
eign Department of Promotion, Jose An- 
tonio, 57, Madrid, Spain. He supervises 
a well-equipped direct mail production 
plant. A price list recently received from 
him shows that he can furnish you with 
two-color letterheads, envelopes, proces- 
sing, mailing and first class postage (1 42¢ 
each) for a total cost of $69 M. If you 
have any promotion which can be tied 
in with a Spanish theme, get in touch 
with Mr. Lueches. (Incidentally, The 
Reporter can give you a contact in nearly 
every foreign country.) 

| em) 
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] THE REPORTER APPLAUDS ev- 
ery year the way the Mail Advertising 
Service Association promotes its annual 
convention. They start early and keep 
pounding every week. This year is no 
exception. Early in June the letters start- 
ed, urging all MASA members to make 
plans to be in Detroit at the Statler Ho- 
tel from September 26 to 29. The clever 
letters come from different parts of the 


country and are signed by various lead- 
ers in the industry. All mailings are care- 
fully scheduled well ahead of time. It is 
a good job and other associations could 
profit by using the MASA technique. 


JJ 


(1) THE CORONATION IN LONDON 
provided some direct mail firms with an 
opportunity to produce attention-getting 
timely pieces. We only received two spe- 
cial letters postmarked from London with 
the coronation cachet. But there must 
have been plenty of others since 500,000 
special “covers” were used. The pieces 
from Harry Latz (direct advertising con- 
sultant), 45 Christopher Street, New 
York 14, N. Y. and John Kane of Ad- 
vertisers Mailing Service, Inc., 915 Broad- 
way, New York 10, N. Y. were mighty 
attractive. 


ee 

(1) LUCK OF THE IRISH! Two em- 
ployees of Mary Ellen Clancy, 250 Park 
Ave., New York 17, N. Y. bought a 
joint ticket in the Irish Sweepstakes. They 
won top prize on Pinza, amounting to 
$140,000. They used the name Clancy- 
ites in purchasing the ticket. This is the 
third time in eight years that someone 
in the Clancy office has been a winner, 
but this was the first top prize. 


_ 
eee 
C) THE 1953 DMAA “ BEST OF IN- 
DUSTRY” CONTEST is now in full 
swing. DMAA office has mailed first of- 
ficial announcement. If you haven’t re- 
ceived yours, write to headquarters at 
381 Fourth Ave., New York 16, N. Y. 
John Plank, vice president of Howard 
Swink Advertising Agency, Marion, 
Ohio, is this year’s chairman. His com- 
mittee has revised many of the old rules. 
Deadline for entries is August 31, 1953. 
Judging will take place on September 10. 
Presentation of awards will be made at 
the Annual Convention at the Hotel 
Statler in Detroit on September 30. The 
judges are: S. H. Bernstein editor of 
Advertising Age; Henry Hoke, publisher 
of The Reporter of Direct Mail Adver- 
tising; Paul Penfield, supervisor of ad- 
vertising, Detroit Edison Company; 
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The inside story of 


the list business 7IlI 


I would like to devote this month’s story to praise of my 
colleagues, the members of the National Coun- 
cil of Mailing List Brokers. As chairman of the 
council I have had many opportunties to learn 

what fine business people they are and how constructive 

their efforts for the good of the mail order business 
have been. 

Ten years ago a group of us got together to exchange 

information on lists and other things of interest 

to mailers. So much was accomplished that we 

all felt it would be helpful to the mail order 

business as a whole — to mailers and to list owners — 

if we could standardize certain procedures connected 

with renting lists. 

First we agreed that our broad aims would be: 


To encourage and extend the successful use of 
keyed direct mail to rented lists of mail buyers, 
inquirers, and other prospects. 


To promote the highest standards of service to mass 
mail users and list owners. 


To offer a central channel for discussion of gen- 
eral or special problems of interest to brokers, mail- 
ers, and list owners. 


To collect and disseminate information and ideas 
affecting the use of keyed, direct mail among mem- 
bers of the Council and others interested. 


To obtain and maintain the fairest possible list 
rates in the interest of maximum volume for mailers 
and list owners. 


The members of the Council have done a remarkably 
good job in achieving these aims. Year after year the 

service of all of us improves. Ten years ago 

the total volume of direct mail was about five 

billion pieces a year. The figure for 1952 is 
11,612,000,000, or more than double. So the function of 
the broker becomes more and more vital to the mailer. 
We are not immodest in saying that many mailers lit- 
erally could not function without the help of the broker. 
Consider what he does. 


According to his volume, each broker spends from hun- 
dreds to thousands of dollars yearly to secure new lists. 
Where one broker is not successful in opening up rental 
privileges on a list, another may be. Probably the com- 
bined effort of several brokers often does the J. 
trick. If brokers did not exist, any large mailer ~~ 

“ . Urea? 
would have to have a person spend almost his 
full time just trying to find lists. This person would have 
to have a lot of ingenuity and be paid accordingly. 


A broker will make hundreds of local and long distance 
phone calls a week and write an equal number of letters 
merely, to clear orders through. All a mailer has to do is 
‘to tell the broker which lists he wishes to test 
a, : 
: — or run, the quantity of names he wants and per- 
2 haps the key numbers — all on one order memo. 
The broker then gets clearance, sends out separate orders, 
follows up to see the jobs get done, sends out bills and 
collects payment for the list owner. The larger the mailer 
is the more time a broker saves him. 


¢ 


OUR 25th YEAR 


The broker's service to the list owner is as great as to 
the mailer. Most owners of lists rent their names entirely 
as a side line to their normal business. This 
can be a very profitable project which can 
practically run itself with a broker’s help. A 
broker's suggestions can be especially valuable to the list 
owner who has never rented his names before. 


A broker is in close touch with what goes on in the mail 

order field. He has observed over a period of many 

years the successful and unsuccessful mail order opera- 

tions and the value of his experience could hardly be paid 

“ for in fees by the average mailer. Yet this ex- 

perience is free to those customers who want 

to take advantage of it. The broker knows the 

best list sources and can warn a mailer about any unre- 

liable lists that he himself knows about or any list any 
other broker has reported to be unreliable. 


For a broker to be able to give the best service, there 
must be mutual confidence and cooperation with the 
mailer. Most mailers recognize this and try to be fair 
in placing orders. They realize that the preliminary work 
of getting the information about a list — of passing this 
information on and of clearing the initial test — is 
completely unprofitable to the broker. The broker is 
happy, however, to do this work expecting that 
when the test produces good results he will be P= 
repaid with a larger order. Our Constitution 
was set up to protect each member from such a loss. It 
says, “When it becomes known that a continuation mail- 
ing has been scheduled through the wrong broker, it is 
the responsibility of both brokers to make the proper 
transfer.” A mailer does not necessarily have to remain 
wedded to the original broker forever. If the first broker 
fails to keep the mailer currently informed about the 
list, business may be transferred after a year has passed. 
Another useful rule we have adopted provides that the 
first broker to tell a mailer about a new list is entitled 
to the order. Fair minded mailers are sometimes 
©. in a quandary about placing orders when they 
receive information about a list from several 
brokers at once. It’s very easy, though, to settle this prob- 
lem. The broker who has given the most complete and 
accurate information deserves the order. 


We recommend that when you want good advice and 
reliable service, call in a member of the National Council 
of Mailing List Brokers. Here are their names: 

Ann Archer 

George R. Bryant Company 

Walter Drey, Inc. 

Guild Company 

Lewis Kleid Company 

Willa Maddern, Inc. 

Mosely Mail Order List Service 

Names Unlimited, Inc. 

D. L. Natwick 

James E. True Associates 
Would you like a copy of our Constitution? We'll be 
glad to send you one. 


(yu. WW av bn. awl 


President 


NAMES UNLIMITED, INC. 


352 Fourth Avenue Murray Hill 6-2454 N. Y. 10, N.Y. 
Charter Member National Council of Mailing List Brokers 


IN THE LIST FIELD 














creative design 


A Tension “Plus” To Make Your 
Envelopes More Compelling! 


Let Tension put “personality” in your envelopes 
through the use of creative design. Our large stoff 
of experienced artists know how to make envelopes 
sparkle. They know the secrets of envelope illustra- 
tion thot make your mail “stand out” — arouse 
interest and bring back replies. They know how to 
design envelopes to package your products for fast 
identification and rapid turn-over. 


In addition to this outstanding service—Tension offers 
“Tension Inventions”: Envelopes tailored specifically 


to do new, unusual jobs. . 


. or old jobs better! 


TENSION ENVELOPE CoRP. 


“TENSION 
INVENTIONS 


athlon 
i) 
“nve_ort 


New York 36, N.Y.--522 Fifth Avenue 


(See the ad below.) 


ENVELOPES To Save 
You Labor, Speed Service 
Help Prevent Mistakes! 


This is BOUND” 
To Get Results! 


A Tension Envelope 
Combined with Detachable 
Order Blank To Bind 

in Your Catalog 


(You can even trim it with the pages!) 


Now your order blank and return envelope 
can be port of your catalog! Bind them 
with your catalog. Trim them with your 
catalog. The straight edges of the “Book- 
velope” guide through a stitching machine 
easily. The distinctive “setback” seams 
eliminate one thickness of paper keep 
your catalogs from “bulking up.” You'll 
discover the “Bookvelope” is easier for you 
to use easier for your customers to use. 
They appreciate the security a fully-sealed 
envelope provides when sending their pay- 
ment. If you sell through o catalog . . 
you'll want to see o sample of the “Book- 
velope.” Write for it today! 
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Perce Harvey, Jr., president of Harvey 
Advertising Agency, Topeka; Paul 
Bringe, advertising manager of Milwau- 
kee Dustless Brush Company; A.S. Gib- 
bons, advertising manager of Canadian 
Industries Ltd.; Robert J. Walker, super- 
visor of field service, Mutual Life Insur- 
ance Company of New York. 


47) 


() THE POST OFFICE DEPART- 
MENT is getting all sorts of hell from 
indignant patrons about the mishandling 
of Form 3547. Many mailers are in- 
dignant because post office clerks seem 
to be sending back changes of address 
when the company addressed has not 
moved from its present location, but has 
simply taken a post office box. There 
shouldn’t be any notification on Form 
3547 and there isn’t any reason why 
the mailer should be charged for such 
a notification. One of the best and hot- 
test letters written to Postmaster General 
Summerfield on the subject was from 
Edward A. Collins of Advertising Golf 
Ball Corp. 23 Railroad Ave., Warren, 
R. I. If any Reporter readers are having 
similar trouble, we suggest that you fol- 
low Ed Collins’ lead and write to the 
Postmaster General, giving him facts and 
specific instances. 


| 
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[) IF YOU ARE INTERESTED IN 
applying punched cards to your address- 
ing problems, write to Methods, 141 
East 44th Street, New York 17, N.Y. 
and send 50¢ for a copy of their June 
1953 issue. There is 3 good article on 
page 28 by William J. Askins of Edge- 
comb Steel Company on how his com- 
Sany handles mail addressing with 
punched card accounting machines. Sev- 
eral Reporter readers have wanted in- 
formation on this complicated subject 
so this may furnish a lead. 
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[] WARNING! Be sure the correct cur- 
rent mailing date is on all of your metered 
mail. The Post Office Department has 
been getting upset because a lot of firms 
forget to change their date on the meter 
and then sometimes the Post Office is in- 
correctly blamed for delays in dispatch. 
Post Office clerks have been advised by 
the Department to be hard-boiled. They 
may even return your letters if incor- 
rectly dated. Also, do you have some 
method of checking, at intervals, on the 
accuracy of the folks in your mailing 
department, especially the guy or gal 
handling the postage meter? Some ter- 
rible (and costly) boners are pulled at 
times. We received this month a first 


» leowa—1912 Grand Avenue 
. Me.—19th & Campbell Sts. 


St. Lewis 10, Me.—500! Southwest Ave i 
Ft. Worth 12, Texas—590! East Rosedale 


Minneapolis 1, Minn.—129 North 2nd St THE REPORTER 





class letter from a subscriber in Califor- 
nia. The mailing clerk had the meter set 
at 73¢ instead of 3¢. How many other 
letters went out with 70¢ extra postage 
will never be known. Don’t crab about 
threatened increased postage rates if 
your mailing department is not being 
careful about getting your money’s 
worth on present rates. 


eee 


[] BAD NEWS for parcel post ship- 
pers. On June 10, 1953 the Interstate 
Commerce Commission granted the re- 
quest of the Post Office Department to 
increase parcel post rates. The Postal 
Bulletin of June 23 announced that new 
rates become effective October 1. Get 
revised schedule from your local post 
office. Severe jumps all along the line. 
Mail order sellers who include delivery 
postage in their price of items will have 
to make changes for fall and Christmas 


promotions. 
JJd 
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[ A PICTORIAL STORY OF PAPER- 
MAKING with correct business uses of 
rag content papers . . . is included in 
this Neenah Paper Company “Sampler.” 


Contains 170 different paper samples 
which are divided into types of paper 

. and sub-divided into their percent- 
age of cotton fibers. Rapid reference to 
different colors is obtainable with a 
quick-glance color key. The review of 
paper making traces the various steps in 
paper manufacture with a graphic pic- 
ture of each operation. You can get a 
copy of the “Sampler” by writing direct 
to Neenah Paper Company, Neenah, 


Wisconsin. 
‘pp 


(0 FOOTE AND JENKS (vanilla man- 
ufacturers), Jackson, Michigan know how 
to get change-of-pace into their d.m. cam- 
paigns. Recent mailing was a cartooned, 
two-color folder reading: “Claims are 
easy to color . It’s facts you want.” 
Copy inside was lengthy . “clearing 
the picture” on advertising claims by de- 
fining F & J's stature in the vanilla 
industry. Switch came with a second 
mailing . . . a masterpiece of simplicity. 
A 5%"x4%4”" folder had simple line 
drawing of pianist’s hands on piano. 
Small type caption: “With a master’s 
touch.” Over this was a beautiful job of 
die - cutting hand lettered word 
“Vanillas” in die-cut script. Very short 
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copy inside pointed up the fact “The 
master’s touch develops with experience 
. which we have been amassing since 
1884.” Superb design, die-cutting and 
short copy made the impression. Good 
change-of-pace from the lavish gimmick 
piece. 
—— 
eee 


() JIM MOSELY of Mosely Mail Order 
List Service Inc., 38 Newbury St., Boston 
16, Mass. is doing a good job with his 
Direct Mail Round Table house maga- 
zine. If you want an excellent highlight- 
ing of what was said during Direct Mail 
Day in New York, write Jim and ask 
for a copy of his June issue. Well done. 
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C}) WE GOT A CALL the other day 
from Miss Burns of the Zone Depart- 
ment of New York’s G.P.O. . . . urging 
us to remind New York readers to in- 
clude zone numbers on all their address- 
es. The department offers a free service 
of inserting zone numbers on all New 
York City lists that don’t have them. If 
your New York lists are sans zone num- 
bers . . . send them to Miss Burns. 
She'll see that the correct numbers are 
inserted on each address and send your 
lists back to you. Most large city post 
offices throughout the country which 
have Zone Departments offer the same 
service. Check your lists . . . then check 
your post office to see if they'll insert 
zone numbers for you. Miss Burns told 
us that local delivery time is sometimes 
held up as much as a day if no zone 
number is included. 
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[] HOUSE MAGAZINE INSTITUTE 
ended its season with their annual meet- 
ing at New York’s Roosevelt Hotel 
on June 11. House’ magazine press pages 
were on display . . . showing some of 
the best in the h.m. field during 1952- 
53. Luncheon featured leaders in the 
communications and_ publication fields 

- and the closing meeting was topped 
off for the year with H.M.I.’s traditional 
cocktail session in the Palm Terrace. 
Editors are looking forward to a new 
and eventful 1953-54 H.M.I. program. 
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~} COMPLETE PROCEEDINGS of the 
Professional Conference for Presidents 
held in Chicago last February have been 
published by the Printing Industry of 
America, Inc. . . . sponsors of the con- 
ference. Two hundred top printing ex- 
ecutives met to discuss their obligations 
and responsibilities in the industry. P.I.A. 
did a wonderful job with the conference 

and even a better one compiling 
their 182-page report of the proceedings. 
A Tremendous job. All printing execu- 
tives will find the report invaluable. Cop- 
ies can be obtained for $10 for the first, 


FULL COLOR 
POSTCARDS 
t 


for less than 1¢ apiece: 


+z Made direct from your trans- 
parency, Crocker’s full four-color 
postcards with theirexclusive Mirro- 
Krome finish are ideal for direct 
mail, dealer promotions and many 
other uses. Write today for free 
samples and price list. 


Department R 


H. S. CROCKER CO., INC. 


SAN BRUNO CALIFORNIA 


Sell Your Product Thru Direct Selling 


MAIL ORDER 


Ads in Newspapers, Magazines - We Show You How 
if you want pulling ads, place your account with 
the agency that really knows direct selling mail 
order advertising. Get powerful copy, expert 
media selection, sound advice, tested pians, strik- 
ing layouts, low cost art work and ad produc- 
tion. Obtain customers, orders, inquiries, agents, 
dealers, salesmen, distributors for your product. 
We charge publishers’ rates to insert your ads 
in all publications. 30th year. Send your adver- 
tising orders to us. If not rated include remit- 
tance. Let us help you get results from your ads. 
MARTIN ADVERTISING AGENCY 
15 E. 40th St., Dept 15, New York—Est. 1923 


“NEW” FELINS 
TYING MACHINE 


Felins All - Purpose 
Pak Tyer tying ma 
chine will handle 
the tying problems 
in your office, fac 
tory, and mailroom 
faster and more ef 
ficiently than you 
believe possible 
Easy to operate 
Ties any size or 
shape _ package, 
bundle, box, heavy 
or light, up to 6” 
high. Will use 
heavy or light 
twines and tapes. 
Let Felins solve your tying problems 


Two Models — Movable Stand 
(illustrated), Table Model. 


Send for prices and circulars 


FELIN TYING MACHINE CO. 








3351 WN. 35th St 
Milwaukee 16, W 








WRITE FOR BOOKLET 


ARI 
WORK 
BY 
MAIL 


RAYMOND LUFKIN 
TENAFLY N. J. 
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YVERSEAS 
STATIONERY 


PRICE BOOKS 
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USE COTTON-FIBER 


Fox RW ce 
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He Read A Sales Letter 
written by Shurtleff 
Write for information about a 
“most unusual letter writing 
service.” Shurtleff letters are 
100% guaranteed todo the job. 


FLAVEL H. SHURTLEFF 


1120 Wilsee Avense, Peoria 4, Mlinsis 


Ask your 
Fox Riwer merchant 
to see this fine 
lightweight bond. 
4 FINISHES 


7 COLORS 
4 GRADES 
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Introduce New Products And 
Services Via Publicity!! 


Our proven publicity campaigns in news- 
pepers, magazines, television-radic, etc. 
bring you quick acceptance & increased 
sales. Low fees 


g Arthur Pine Associates 

















67 West 44th St., New York 36, N. Y 
VAnderbilt 6-2680 




















Mi We. jx TRAVELING RACK 


Ten Hook-On Trays speed up print 
ing mimeographing, sorting in 
serting keep things moving 
in the mail room. Write for folder 


All-Purpose Metal Equipmeat Corp. 


255 Mill Street Rochester 14, New York 


and $5 for each additional copy from 
at 719 15th Street, Washington 


JJ) 

() SPEAKING OF Printing Industry of 
America reminds us that they’ve an- 
nounced plans for their 67th annual 
convention .. . to be held at the Hotel 
Shoreham, Washington, D.C. on October 
5 to 8. (What a spot!) President James 
W. Shields has extended invitations to 
more than 7,000 printers and lithogra- 
phers in the U.S. and Canada. Theme 
for the convention will be “Better Profits 
Through Better Management.” Non-P.- 
I.A. members are also invited . . . and 
should write to P.I.A. Convention De- 
partment, 719 15th St., N.W., Wash- 
ington 5, D.C. for registration form. At- 
tendance is expected to be over 1,000. 


eee 


CL) N.Y. EMPLOYING PRINTERS AS- 
SOCIATION INC., 461 8th Avenue, 
New York 1, N.Y. have published a re- 
port on their 88th year of trade asso- 
ciation work in N.Y. printing industry. 
Outlines the fine work the association has 
accomplished over the past year 
everything from manpower problems 
(largest headache in the industry today) 
to public relations to public and custom- 
ers. Listed as one of the association’s 
highlights of the year in the report is 
the fact that the N.Y. Employing Print- 
ers Association sent out a total of 388,- 
882 pieces of mail last year . . . mainly 
informational bulletins on labor relations, 
taxes and other management matters. 
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©) VACATION-TIME SCHEDULING 
is easy with a giant 14”x20” vacation 
chart offered by Mailograph Company, 
Inc., 39 Water Street, New York 4, New 
York. You can keep track of who's go- 
ing to be away when. Write to Arnold 
Kates at Mailograph for a free copy. 
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[) THE CANADIAN DIRECT MAIL 
LEADERS CONTEST for 1953 has 
been launched by its annual sponsor — 
Provincial Paper Ltd., 3888 University 
Avenue, Toronto. Competition is limi- 
ted to English or French direct mail 
produced in Canada between Sept. Ist, 
1952 and Aug. 31st, 1953. Five win- 
ning certificates will be awarded in these 
groups: 1) Single direct mail pieces; 
2) Direct mail campaigns (two or more 
pieces); 3) catalogs; 4) Internal and ex- 
ternal house organs (published at least 
times during the year); and 5) 
Internal house organs need 
against larger externals 


four 
Calendars. 
not compete 


- Separate awards will be made. An- 
nual reports are not eligible for com- 
petition. There is no entry fee ... 
and deadline for entries is midnight, 
October Ist. Canadian direct mail pro- 
ducers can get entry forms by writing 
to Provincial. 


(1) MECHANIZED INSERTING AND 
MAILING service has been extended na- 
tionally by Mailing Service, Inc., 4017- 
27 Ludlow Street, Philadelphia 4, Penn- 
sylvania. Branches in Chicago, N ew 
York, San Francisco, Kansas City, Den- 
ver, Minneapolis and other principle 
cities will offer mailing operations lo- 
cally through nation-wide distribution. 
New machines perform six separate mail- 
ing functions . . . gathers, inserts, seals, 
meters, counts and stacks mail. Usual 
mailing of 25,000 that previously took 
96 hours by hand methods . . . now com- 
pleted in only six hours. Write to Mail- 
ing Service, Inc. for complete details. 


[} AND THE LATEST DEVELOP- 
MENT in inserting and mailing equip- 
ment comes from Inserting and Mailing 
Machine Company, Phillipsburg, N.J. 
. « + with announcement of this new 
Model B machine. Handles pieces up to 
8%"x1l” (flat or folded) in 9x12” 
envelopes. A mailing of 50,000 pieces 
with 3 inserts is cut from 400 man hours 
by hand to only 15 hours with the Model 
B. Machine is capable of handling cata- 
logs, magazines, and other large pieces 

. inserting all sizes and shapes of en- 
closures. Prices and more descriptive lit- 
erature are available by writing to In- 
serting and Mailing Machine Company. 
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C1) THE DEPARTMENT OF DE- 
FENSE is receiving four of these new 
mobile printing plants for use in psycho- 
logical warfare. Manufactured by Ameri- 
can Type Founders, Elizabeth, New Jer- 
sey ... they are completely self-sustain- 
ing and can print a million leaflets in 
twenty-four hours. Mounted on ten-ton 
trailer vans for Army use in the field. 
Sixteen-inch rolls of paper are fed into 


the press which cuts it to size, perforates 
horizontally and vertically and prints at 
each cylinder revolution. Prints three or 
more propaganda leaflets on both sides 
with every cylinder revolution. One of 
these new printing units is already in 
psychological warfare use in Korea. 


JJ) 


[] THREE FREE DIVIDENDS are of- 
fered by RCS Offset Printers, 123 
North Wacker Drive, Chicago 6, Il- 
linois. Each is a time-saving and cost 
cutting printing and production book- 
let . . . containing ideas and trade 
tricks on production. First is “Black 
and White Idea Kit,” a sampler of low- 
cost planograph printing. Has dozens 
of live samples for your own adaption. 
“How To Prepare Your Copy For Black 
and White Offset” is the second book- 
let . . . packed with short cuts on off- 
set copy preparation. Also offered is a 
manual of “Photostats.” Tells how 
photostats can be used to best advan- 
tage for advertising and printing pro- 
duction. RCS Offset Printers is a di- 
vision of Rapid Copy Service. They've 
put their 25-year experience into pre- 
paration of these three free booklets. 
Write to them and ask for all three. 
You'll find a lot of ideas. 


JJ] 


[] HOTEL ALGIERS, 2555 Collins 
Avenue, Miami Beach 40, Florida is 
mailing a beautiful booklet describing 
their facilities. A jet black 9x11” folder 
with four-color “Arabian Nights” scene 
and tipped-on “Aladdin’s Lamp” is titled: 
“An adventure into another world .. . 
of a thousand and one delights.” Two 
die-cut slots inside hold the descriptive 
booklet . . . felt-covered and die-cut to 
shape of a fez. Hotel's facilities are lav- 
ishly illustrated in four colors in booklet. 
Bauer Legend type used throughout com- 
pletes the Arabian theme . . . making 
the booklet an unusual and striking res- 
ervation seller. Harris and Whitebrook 
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Advertising Agency, Miami designed the 
piece .. . lithoed by Mercury Litho, Mi- 
ami. A tip of the fez for a superb job 
all around. 


17) 


() THE ANSWER IS ALSO “YES” to 
the Short Note we had on page 17 of 
the May Reporter, capped: “Can You 
Top This?” The note reported how Bert 
Horner and Associates, 100 Terminal 
Building, Oklahoma City 2, Oklahoma 
were selling $5,000 swimming pools by 
mail. We asked if anybody could top it. 
Our answer came from William C. 
Wold, President of Wold Associates, 516 
5th Avenue, New York 36, N.Y. His 
item is transport aircraft . . . and Mr. 
Wold informs us that his first sale at- 
tributable to direct mail was a twin-en- 
gine Lockheed 12 executive transport. 
Price: $12,500. Since then, Wold Asso- 
ciates have sold over seventy-eight air- 
craft . . . amounting to over $12,400,000. 
Largest single sale was $1,500,000. “Of 
course,” writes Mr. Wold, “we had to 
make a few phone calls, and sometimes 
travel half-way around the world to land 
one of these big fish .. . But we get it 
on the hook by direct mail.” We wonder 
if any of our readers sell ocean liners 
with direct mail? Can you top this? 


J33 


[}) AN OLD FRIEND OF OURS, for- 
mer direct mail man Karl Koerper, sent 
us a copy of the beautiful 1952 Annual 
Report of the Kansas City Power and 
Light Company, Kansas City, Missouri 

. of which Karl is now Vice President. 
Report is a magnificent two-color litho 
job . . . graphically illustrated with pho- 
tos. Cover is a four-color original paint- 
ing of a K.C. lineman by artist Thomas 
Hart Benton. A fine job. 


473 


(1) ANOTHER FINE JOB... is the 
recent Philip Morris 1953 Annual Re- 
port. P.M.’s annual reports to stockhold- 
ers have won awards for the past six 
years. Looks like 1953 is going to be no 
exception. Beautiful art, design, copy and 
layout. The 32-pager sparkles with color 
and photos .. . including everything in 
P.M.’s big year from their secret conver- 
sion and distribution of King Size Philip 
Morris to a run-down on sales promo- 
tion and advertising which highlights 
(naturally) Lucy and Desi Arnaz. The 
report as a whole is as crisp as a fresh 
tobacco leaf. 
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(1) JERRY HAWK, 1515 Cleveland Ave., 
N. W., Canton 3, Ohio, should get a 
pat on the back for his clever birth an- 
nouncement, telling about the arrival of 
his son, Thomas Alan Hawk. An 8-page, 
4%" x 5%” booklet adapted the idea 
of the television show, “This is Your 


MORE GARDEN CITY 
CUSTOMERS DRIVE 
CADILLACS 


(than one-horse shays) 


A recent survey, which we 
haven't bothered to make, reveals 
that eleven out of ten Garden 
City customers are astute 
businessmen. They're well-versed 
in the fundamentals of operating 
a successful business. For 
example, when planning a 
direct-mailing, they specify 
Garden City Envelopes. This 
automatically assures them of top 
quality, unbeatable service, and 
lowest prices . . . all elements 
necessary to profitable results. 
Naturally—men displaying such 
perspicacious sagacity are just 
bound to be successful. And 
successful men are a darned-sight 
more likely to drive Cadillacs than 
one-horse shays. Right? 


WANNA DRIVE A CADILLAC, TOO? 
Maybe a series of successful 
direct-mailings is all you need. 
We can furnish helpful ideas, 
helpful service—-and the best 
envelopes you can get for the 
money. Give us a ring 
Cornelia 7-3600—and start 
thinking about your Cadillac. 


. ENVELOPES 


e MERCHANDISE 

e AIR MAIL 

e CATALOG STYLE 

e POSTAGE SAVER 

e PACKING LIST 

e OFFICE SYSTEMS 

e BANK STYLES 

e EVERY OTHER STYLE 





PHONE OR WRITE 


lamoen Ciry Envesore Co. 
3001A NORTH ROCKWELL STREET 
CHICAGG 18, ILLINOIS 
Phone COrnelia 7-3600 





How to get TWO 
for LESS than 
the price of 


When we Plan and Create your direct 
advertising, the moderate outlay for 
these services is undoubtedly less than 
the salary you'd have to pay a fairly inex- 
perienced assistant, these days. And our 
production know-how biings further sav- 
ings. It by-passes costly extravagances 
which lure the unknowing but which add 
little or nothing to profitable results. 

Write or phone TODAY for a FREE 
portfolio of samples of what we do for 
businesses large and small. Who knows 
— it may be an eye-opening experience. 


PHILIP J. WALLACH COMPANY 


Direct fdvertisine * Sales Promotion 


220 Fifth Ave.. New York 1 + MU 93-6122 


MAA « A ate , Ma 


ADDRESSING MACHINES 


EQUIPMENT-SUPPLIES-PARTS 


REBUILT ADDRESSOGRAPH 
All Models 
Hand & Electric 
WE MANUFACTURE... 
BUY and SELL Plates 
Frames, trays, cabinets 
tabs, ribbons, speedau 
mats. Our large stencil 
embossing dept. gives 
fast, accurate service. 


REBUILT ELLIOTTS 
All Models 


Hand & Electric 
WE MANUFACTURE .. 
BUY and SELL Fibre sten- 
cils, long & short trays, 
cabinets, liquid & paste 
nk. Also Smith Stencil 
typewriters. 


Write For information, Prices and Circular 
Dent. R-4, 40 W. 15th St.. N. Y. 11, N.Y. 


MAILERS' EQUIPMENT CO. 





FREE! MOSELY VOLUME MAIL 
ORDER SELLING DIRECT BY 


MAIL ROUND TABLE 
Edited by JIM MOSELY 

New house organ, JUST OUT! HOW MAIL 
ORDER sparks selling opportunities for 
DAMAR, how TIME reduces mai! produc- 
tion costs, how lists change yearly, postal 
rates developments, mail order news and 
views 

REQUEST TODAY on your letterhead MOSE- 
LY, Dept. R-7A, 38 Newbury St., Boston 
16, Mass. 











Life.” All the copy, with the accom- 
panying hour - by - hour pictures, was 
directed to the new arrival in typical 
Ralph Edwards style. Well done. 
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[] 175TH ANNIVERSARY of The 
Montreal Gazette was marked last month 
by publication of an interesting book 
telling the story of the Canadian newspa- 
per’s achievement through the years. 
Titled: “A Tradition That Lives,” the 
56-page, beautifully lithoed book traces 
the paper’s history from its inception in 
1778. Written by Editor Andrew Collard, 
and designed by Frank Lipari. Excellent 
presentation! 


eee 


C1 ANOTHER GOOD HISTORY... 
covering 50 years of the Green Giant 
Company was sent to growers, employees, 
plant town leaders and customers. We 
doubt if a single leaf was left unturned 
in compiling this Green Giant “Golden 
Anniversary Book.” Photos and _illus- 
trations trace each year since 1903 (first 
plant began) with short highlights of 
the company’s progress. Vice President 
of Sales and Advertising Ward Patton 
(an expert at using direct mail gim- 
micks) and staff deserves a round of 
applause for a wonderful job. 


pp 


[1] MARCIE COOLIDGE of Names Un- 
limited, Inc., 342 4th Avenue, New York 
10, N.Y. sent us a copy of their “Profit- 
able Pointers on Selling by Mail.” Lots 
of direct mail meat in it. Offers practical 
suggestions for improving direct mail and 
gives an analysis of direct mail failures. 
If you’re not one of the 1,000 people 
who have already requested it . . . write 
to Marcie at Names Unlimited address 
above and ask her for a copy. It’s good 
profitable reading. 
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[) IT IS TOO BAD that some newspa- 
per people still stoop to attacking direct 
mail. We have received many tear sheets 
of an article which appeared in Pacific 
Printer & Publisher. It was authored by 
Al Look, advertising manager of Grand 
Junction (Colorado) Daily Sentinel. In 
it, Mr. Look complains because the 
Frigidaire Sales Corporation advises its 
dealers to use direct mail because it has 
“proven more and more beneficial with 
each mailing.” Look brings up the ancient 
and discredited argument that direct mail 
costs much more than newspaper space 
per person reached. Al Look sticks his 
neck out by saying, “Don’t let him (the 


Frigidaire dealer) tell you direct mail 
is more direct. Nothing is more direct 
than your newspaper. Direct mail is not 
better read, in fact there is no proof 
that it is ever read.’ There is no excuse 
for this petty squabbling between adver- 
tising media. All forms of advertising 
are good and each in its place is best. 
Incidentally, the Pacific Printer & Pub- 
lisher is supposed to be edited for com- 
mercial printers as well as_ publishers. 
We wonder what the commercial print- 


ers think of Al Look’s tirade. 
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—) HERE’S A GOOD IDEA when your 
phone number is changed. Burroughs 
Direct Mail Advertising, 2617 Broad- 
way, Los Angeles, California sent clients 
several perforated stickers on which were 
printed in small type names of Bur- 
roughs personnel and the new number. 
Clients tear off each name and paste it 
over name and old number in their per- 
sonal phone directory. 


JJ) 
[ OLD AMERICAN INSURANCE 
COMPANY, Albany, Missouri, was the 
scene of a “cook’s tour” on June 9th 
made by 37 members of the Kansas City 
Direct Mail Club. K.C. club members 
had an all-day bus outing . . . inspected 
complete working functions in the direct 
mail dept. of American . . . stopped for 
a special Direct Mailers’ dinner on the 
trip back to K.C. Incidentally, the bul- 
letin the club mailed to members for 
reservations was a fast, breezy piece of 
writing. Sailed through the details . . . 
holding your interest all the way. A re- 
lief from the run-of-the-mill notices 
some clubs use to keep members informed 


of activities. 
ae ; 


[) NUTS .. . to that derogatory item 
about direct mail in the March issue of 
“Dental Industry News.” Said in effect 
that doctors take a dim view of direct 
mail pieces. Its author claims facts were 
the result of a “reasonably accurate cross 
section of the medical population of six 
midwestern states.” We doubt it . . . and 
the pharmaceutical advertisers would like 
to know if the “reasonably” meant only 
avid readers of medical journals. 
‘BB 
eee 

[1] THE WALL STREET JOURNAL 
received the 1952 Sigma Delta Chi 
award for Distinguished Public Service 
in Newspaper Journalism. A well de- 
served honor. The award was based on 
the series of articles researched and writ- 
ten by 20 WSJ editors, reporters and 
correspondents on what was behind the 
RKO Pictures Corporation change of 
management. The series also delved into 
the background of the unsavory charity 
appeals using unordered merchandise 


(Continued on page 38) 
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OFFICE MANAGERS: Save Time, Save Money With 


e Versatile Hammermill Line 
of Office Printing Papers 


You greatly simplify your ordering and stocking by relying on all four of these 
fine reproduction papers from the famous Hammermill line. And because they 
are Hammermill papers, you can count on each of these excellent sheets to 
provide bright, crisp, all-round superior reproduction jobs every time! 


HAMMERMILL 
MIMEO-BOND 


America’s most popu- 
lar watermarked mimeograph paper. Produces 
5,000 or more clean, legible copies from a 
single stencil. Absorbs mimeograph inks 
quickly, takes pen writing without feathering 
or striking through. In white and seven like- 
sided colors with matching envelopes of 
Hammermill Bond. 





HAMMERMILL 
DUPLICATOR 


Produces good copies 
on either spirit- or gelatin-type machines. 
Using the machine and Hammermill Duplica- 
tor, one girl can quickly turn out hundreds of 
clear, bright copies that retain their brilliancy. 
In white plus five handsome colors, with 
matching Hammermill Bond Envelopes. 








NEW 
HAMMERMILL 
TRANSLUCENT 


Developed for use by 
office operators of direct-print— ‘“Whiteprint”’ 
—machines. Made in a clean, pleasing white, 
it has a smooth, uniform surface for printing, 
typing, writing or drawing .. . is ideally suited 
for preparing all types of whiteprint masters 
at moderate cost. 


cs og E : i Masthead Kit of 
* Hammermill Papers 
containing striking, 

practical masthead specimens on Ham- 
mermill Mimeo-Bond, Hammermill 
Duplicator and Hammermill Translu- 


cent, and a sample book of Whippet Name 


Mimeograph. Send for yours today. 





This unwatermarked 
sheet was developed by Hammermill to pro- 
vide a paper that will constantly produce clear, 
sharp duplicating work at r 
minimum cost. Available 
in white and six eye- 
pleasing colors. 


Hammermill Paper Company 
1621 East Lake Road, Erie 6, Pennsylvania 


Please send me the Hammermill Masthead Kit. 
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Cover Story: 


FAREWELL TO A 
GOOD FRIEND OF DIRECT MAIL 


by Henry Hoke 


On June 30, 1953... a cluttered 
desk on the fifth floor of the Post Of 
fice Department building, at 12th and 
Pennsylvania, Washington, D.C. was 
emptied . . . all stacks of letters and 
reports cleared away. 


| have sat beside that desk many 
times during the past 25 years. There 
was never a receptionist to block easy 
entrance. You could stick your head in 
the door any time from 8 a.m. (or be 
fore) and get a cheery, “Hello, come 
in,” from the big little gentleman at 
the far end of the room. He was al 
ways cheerful and obliging .. . talk 
ing to each visitor quietly or listening 
attentively . interrupted at times by 
long distance telephone calls, or by 
issistants who wanted answers to tough 
questions, or who waited for checks 
to be signed for mere sums like thir 
teen million or sixty-three million dol 
lars. 


His office and his life were daily 
contradictions to the slurs made against 
public servants in the sewer-dredging 
Washington Confidential. A devoted 
public servant . opening his office 
early and going home late, carrying a 
bulging brief case of letters to be an 
at home after dinner. He was 
the man behind the phrase in all pos 


swered 
tal laws—-“Under such rules and regu 
lations as the Postmaster General may 
prescribe.” He wrote the rules to pro 
tect the revenues of the Post Office. 


Nelson B. Wentzel has finally re 
. and this time definitely. No 
one person will take his place 


tired 


since his work has been split up into 
Nelson actually 
1951, but 


was “honored” by being given three 


different departments 
reached retirement age in 


unprecedented extensions (two by Mr. 
Donaldson and one by Mr. Summer 
held). The “honored” really 
that it was practically impossible to re 
place the character, brains and experi 


meant 


ence of the man who has written or 
rewritten practically every regulation 
in the Postal Guide, which must be 


followed to the letter by some 500,000 
employees and by the public. 


We think he deserves this salute on 
The Reporter cover. He should have 
been given it long ago, but that might 
not have been in good taste. We didn’t 
want to curry his favors. We never 
asked him for anything unless we felt 
that we might be willing to grant an 
exception or a change if we sat in his 
chair. 


a good friend to 
mails. 


Nelson has been 
every legitimate user of the 
Every case involving some technical vi 
olation of regulations has reached his 
desk eventually. If an error had been 
made innocently, he would usually find 
a way to help out . get a mailing 
cleared with the understanding that 
error would be corrected in the future. 


He knew direct mail thoroughly 
studied it constantly ever since 

his first contact with it in 1906, when 
he was appointed a clerk in the Di 


vision of Classification, Bureau of 


Third Assistant Postmaster General ... 
under William Wood (who will be 


remembered by many old-timers). 


Nelson has had more than 50 years 
in Government Service. From 1902 to 
1906 he was in the Navy Yard offices 
at Philadelphia and New York. Even 
as a youth ... he was Assistant Post 
master in his home town of Herndon, 
Pennsylvania. 


His progress in the Post Office De 
partment was rapid . in terms of 
Government Service. In 1920 he was 
promoted to the position of Assistant 
Superintendent of the Division of Clas 
sification, and became Superintendent 
in 1934 after the retirement of Mr. 
Wood. In 1943 he was appointed Dep 
uty Assistant Postmaster General, hav 
ing supervision over the Divisions ot 
Letter and Miscellaneous Mail, News 
paper and Periodical Mail, Parcel Post, 
Money Orders, and Registered, In 
sured and C.O.D. Mail. In the reor 
ganization of the Department in 1950 





Photo Credit: The unusual picture of Nelson 
Wentzel was made by our old friend, Frank 
Alexander, on June 8, following our tele- 
phone request. Frank, for the last ten years, 
has been head of the Photographic Section 
of the Post Office Department where 
he developed one of the finest technical set- 
ups in the country. He could furnish prac- 
tically anything to anyone needing an illus- 
tration for a Post Office story. Sorry to report 
that on June 15, Frank left the Department. 
He couldn't resist an attractive offer from 
Ransdell, inc., printers and publishers of 
Washington, D. C. . . even though posta! 
officials tried hard to keep him. At Ransdell, 
Frank will set up a photographic layout which 
should be one of the best in the country, for 
he is one of the top artists in his field. The 
Photo Section of the Post Office will be in 
capable hands. Frank’s successor (his assistant 
for the past year) is Johnny Thompson, for- 
mer presidential photographer for Acme 
Pictures (now United Press). In his days he 
has copped some major photographic awards. 
His “Hell on Earth,” made at Texas City dis- 
aster, won top prize from Encyclopedia 
Britannica. Another was grand prize in White 


House News Photographers contest. If any 
Reporter readers ever need Post Office pic- 
tures .. . get in touch with Johnny. 





COVER PICTURE 











THE REPORTER OF DIRECT MAIL ADVERTISING 





eS 
; 


(1) NELSON WENTZEL FINALLY TAKEN TO LUNCH. On July 7th at Statler Hotel, Washington, D. C. the Direct Mail Advertising Asso- 
ciation gave Nelson a “surprise” farewell luncheon. Present were Post Office officials, DMAA officers and past presidents, and old friends. 


(Picture by Chase Studios, Ltd.) 


(2) NELSON WAS PRESENTED with an inscribed silver tray in recognition of his years of faithful public service. Grouped around him 


and Mrs. Wentzel are former presidents and directors of the DMAA. 


his title was changed to Assistant Ex 
ecutive Director, Bureau of Finance, 
with the same duties as previously. 
During the 47 years of Nelson’s ser 
vice in the Post Office Department his 
work had to do with the classification 
of mail matter and determination of 
the postage rates applicable thereto, 
including the administration of the 
Postal Laws and Regulations govern 
ing the collection of postage under the 
permit and metered mail systems, or 
by means of precancelled stamps; the 
handling of questions pertaining to the 
limits of weight and size of mail mat 
ter; the use of the penalty and frank 
ing privileges for mailing official mat 
ter; the addressing, forwarding and 
return of mail; also the determination 
of the right of newspapers, magazines 
and other periodical publications to be 


entered as second class matter. 
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Nelson did a lot of preliminary 
work in connection with the establish 
ment of the Parcel Post System and 
prepared the original regulations for 
its operation. He also worked out the 
details of the Business Reply Envelope 
and Card facility, simplified form of 
address, Form 3547, provision for at 
taching a letter to a parcel, the in 
stallation of stamp vending machines 
in post offices, and the use of postage 
meters at parcel post windows. 

This work brought him into contact 
with many direct mail advertisers, pub 
lishers and other mail users through 
out the country .. . and over the years 
it was his continuing custom to assist 
in carrying out the policy of the De 
partment to cooperate withthe pat 
rons of the postal service and be as 
helpful as possible (consistent with the 
postal laws and regulations) in solv 
ing their problems. , 


(Photo by Johnny Thompson, Post Office Photographic Division) 


That, in brief, is a sketch of the 
life of a man who will be missed by 
many readers of The Reporter... and 
especially by this reporter, who has ad 
mired him for his honesty and friend 
liness. So strictly conscientious . . . he 
would never allow any visitor to treat 
him to lunch. 


In planning this cover and story, 
we searched Hartrampf's and Roget's 
for a suitable synonym for “farewell” 
or “good-bye.” These words seemed so 
trite. There were possibilities like 
aloha, adios, au revoir or auf Wied 
erschen. But farewell is really the 
simplest and best word for the occa 
sion. For it means ... fare you well. 
That is exactly what his friends wish 
for Nelson Wentzel. Fare you well in 
the days ahead in the rest you 
have so rightly won as an ideal public 


servant! 





Direct Mail 
Gets Read 


By Arthur Martin Karl 


This was brought home to me some 
time ago when I was flying back 
from Washington and got to talking 
to my seat mate. We told each other 
about our businesses and I found he 
was an engineer for General Electric. 
When I explained that I was a list 
broker and that I had been to Wash 
ington to meet with other directors 
of the Associated Third Class Mail 
Users, he got to talking about how 
General Electric handled the third 
class mail they received. 

Of course, I knew direct mail got 
plenty of attention from top execu 
tives, but I was hardly prepared to 
hear about the warm reception Gen 
eral Electric gives every single piece 
they receive. 

Each letter or circular is examined. 
If it’s not addressed to an individual, 
it's routed to the correct department 
with an attached slip. Each executive 
who might be concerned with the mes- 
age then looks at it, checks the s‘ip 
and passes it on. 

The procedure used by General Elec 
tric isn’t unusual. The majority of 
large corporations have set up some 
system for routing direct mail adver 
tising to the proper executive. This 
fact became evident to us _ recently 
when we had an opportunity to look 
at some mail that had been returned 
to a list owner for correction by the 
Milwaukee Dustless Brush Company. 

The fascinating story of how this 
firm converted from selling entirely 
by salesmen to selling entirely by mail 
was told in the June issue of The 
Reporter. Hope you read it. 

The mail received by the Milwau 
kee Dustless Brush Company was as 
interesting to me as the most excit 
ing thriller. Here was actual proof 
in my hands that Presidents, Vice 
Presidents, Purchasing Agents and 
other executives took all kinds of 
third class mail seriously. They took 
time out to dictate personal letters to 
the mailer of a circular which said in 
bold type on the face “Cut Sweeping 
Costs.” 

The list that Paul Bringe, the Sales 


Manager, had selected to run was that 
of the Colloid Equipment Company. 
This firm has 250,000 buyers and 
prospects for industrial products of 
all kinds. Since this is a good-sized 
list, and any list is 10° wrong in no 
time at all, we had a lot of material 
to study. Here is how some of the 
largest corporations in America handle 
their third class mail: 

@ S. E. Massengill Company ot Bristol, Ten 
nessee asked that mail be sent to the atten 
tion of their Purchasing Agent 


Kentuck 


Supervising 


* Scheniey Distillers Franktort 
wrote under the name of the 

Engineer asking that an ids in the future 
be sent directly to another person, giving the 


naine 


@ John Deere Waterloo Tractor Works. The 
head of the Engineering Department asks in 
| 


a personal letter that someone who passe 


away be removed 


@ Hercules Powder Company, Parlin, N. J., 
sends a personal letter asking that an em 
ployee be removed from the list. They also 
wrote two other letters. They listed five other 
people, with a request that all mail be sent 
to a single individual and they sent a signed, 
typed letter saying that mail addressed to om 


person is sufficient 


@ Ungar Elect l In 


f l Venice, Cali 
forma sends a Dittoed slip, “Please be cour 


teous enough to change our vidress so that 


not have to continue to pay postage 
things from you.” They attach self 
f lips to the Accounting, Purchas 
ing, Shipping, Sales Departments and the 
General Ofhce. The old address, new mail 
ing address and street address is given. Also 
the telephone number. 

@ General Electric Company, Trenton, New 
Jersey nds a hand filled-in form with noti- 
heation of the move of an executive to an 
other plant 

Pomona, 


rse & Company 


@ Fairbanks VU 
California. The Purchasing Agent writes a 
personal letter asking that the name of a sub 
be dropped 


sidiary firm the purchased | 


@ Norris-Termador C rporation, Los Angeles, 
litorma sends a form letter with a place 
in with the incorrect addressing, and 
planations of what is wrong. A box 
wided to be checked for the propes 
reason. One reason is that executives are 


transferred trom one factory to another 


@ Dobry Flour Mills, In Yukon, Okla 
homa. The Vice President writes a friendly 
note of thanks for 


business has been sold 


services and says the 


@ Pacific Car and Foundry Company, Ren 
ton, Washington. The assistant to the Di 
rector of Purchases sends a filled-in mimeo 
graphed letter with the names of the Direc 
tor of Purchases to whom all mail should 
be sent If sur mailing is directed to the 
foregoing person, or persons, you may be 
sure it will receive the proper attention. All 
additional copies received will be destroyed 
upon receipt. The foregoing action is neces 
sary, inasmuch as we are receiving a con 
siderable amount of mailing pieces which do 
not concern our operations.’ 


@ Mercu Motorways, In South Bend, 
wrote a personal letter under the name of 
the Executive Vice President asking that one 
individual be removed and other substituted 

Tea Company of Chicago sent a 
» asking the same 


@ Dan River Mills has a torm letter: “We 
recently received mail from you addressed to 

Mail was 
in the form of letter ( ) periodical ( ) cata 


log ( ) other ( ). (Catalog was checked 





Reporter's Note: Our report in the May issue 
on the Dow Corning survey of mail opening 
practices stirred up a iot of interest 

so when we heard of the study made by 
Marcie Coolidge and Arthur Karl, we asked 
them to put it in writing. It’s good to get 
concrete evidence that executives are defi- 
nitely paying attention to the third class 
mail received. Arthur Martin Karl is presi- 
dent of Names Unlimited, Inc., 352 Fourth 
Ave., New York 10, N.Y. He is also a stem- 
winder in the Associated Third Class Mail 


Users. 
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Davidson 


Dut 


Here's a handsome piece of business stationery 

so rich ... so dignified . . . comparable only to fine engraved work 
in both quality and appearance. It looks expensive . . . and ordinarily 
would be. But thi. one was produced on a Davidsor Dual at a 
remarkably low cost. No other press can print and emboss in one 
operation once through the press . . . for no other press embodies 
the 2-cylinder principle that makes it possible. 


IF YOU DO PRINTING, you'll appreciate this unusual feature and 


the many other advantages provided by the Davidson . . . such as full 
ink coverage, positive stripping of even the most heavily inked forms, 
and accurate register equalled only by larger, higher priced presses. 
You'll recognize the importance of its simple operation, quick starting 
and easy adjustment. You'll like the fine quality single or multi-color 
work the high production speed and low cost 


And don't forget the Davidson Dual is the only press that also 
gives you offset printing, direct lichography and all forms of letterpress 
printing ... reproducing from paper or metal offset plates, type, electros, 
rubber plates and Linotype slugs. No wonder hundreds of users say ... 


DAVIDSON HAS THE ANSWER. 


> 


See this sturdy, versatile, precision-built press 
in operation. We'll gladly arrange for a demonstration 
without obligation. Write us today. 


Dovidson Soles ond Service Agencies ore located in over 60 principol cities 


DAVIDSON CORPORATION 
CYLINDERS DO A Subsidiary of Mergenthaler Linotype Company 


. oe Dept. 23, 29 Ryerson Street, Brooklyn 5, N. Y. 


off.) “Since addressee no longer is associat 
ed with us, it is requested that you please: 
( ) torward addressee’s tuture mail to 
address below 
( ) correct your mailing list 
) forward all future mail of this type 
to 


@ Westinghouse Electric of Wilkes-Barre, no 
ufhied the Milwaukee Dustless Brush Com 
pany that three individuals had changed of 


hees, but did not give the forwarding ad 


@ H. K. Porter Company of Putsburgh sent 
a Dutto sheet listing eight divisions located 
all over the United States and descriptions 
ot the kind of business done by cach. They 
asked that the addressing be changed to 
sult 


@ The Elect Material Company ot North 
East, Pa.. wrote under the name of the 
President, personally dictated, asking to have 
duplication removed, saying that one copy 
will reach all interested personnel. The cata 
log had been sent to the Chief Engineer and 


to the Purchasing Agent 


@ Allis-Chalmers Manufacturing Company ot 
Norwood, Ohio have a Ditto form of notih 
cation of death of the person addressed 


@ Dunn Paper Company ot Port Huron, 
Michigan wrote a personal letter under the 
name of the Executive Vice President asking 
that the utle of the firm be corrected to 
omit Sulphite. 


@ Grand Rapids Brass Company, Grand Ra 
pils, Michigan wrote a personal letter under 
the name of the Purchasing Agent, giving 
eight suggestions for improving the list of 
prospects of the Milwaukee Dustless Brush 
Company, such as eliminating duplication 
between their two plants, and stating what 
parts of their business are handled at the dif 
ferent plants 


@ Marathon Foundry and Machine Company 
of Wausau, Wisconsin sent a Ditto letter with 
notihcation that the person addressed has 
moved to another plant of the same firm, 
giving the address, and requesting that mail 
be forwarded. They also wrote another letter 
saying that the person addressed was no 
longer with them 


@ Besser Manufacturing Company, Alpena 
Michigan have a form letter filled in with a 
request for the removal of one individual, 
and including the name of the proper per 
son. 


@ C. Becker Milling Company sent a mimeo 
graphed post card saying that the plant was 
suspending operation 


@ Washington Machinery and Supply Com 
pany, Spokane. The Secretary wrote a per 
sonal letter asking that the name of a for 
mer employee be removed 


@ The F. |]. Donahue Varnish Company, D« 
troit sends a printed list of all officers and 
executives with titles. (Also asks that all 
communications be addressed to the com 
pany.) 


@ Fisher Body Division, Hamilton, Ohio, 
The Master Mechanic writes a personal note 
referring to “your most interesting advertise 
ment” and says that a former employee is 
no longer there. He gives the 1 .me of the 
right person. 
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asked in 
individual 


@ Solvay Process Division, Syracuse 


a personal letter that a deceased 


be removed. 


Diboll, Texas has a 
with the stencil 


attached. 


@ Temple Associates, 
printed card, sent 


print of meorrect 


out im- 


address 


Indiana, 
remarks 


Elkhart, 
three 
Duplicate 


@H. & A. Selmer, In 


printed postcard with 
Remove, 


Person 


has a 
for checking 
and 


mailings 


received, addressed no longer 


here. 


@ Arcos Corporation, Philadelphia sends a 


personal letter correcting the address. 


Company has a print 
signature of the Secretary 
to fill in the name 


Refractories 
with the 
with 


@ Haws 
ed card 
Treasurer, 
of the 


space 


moved individual 


@ Fulton Sylphon, Knoxville, (Robertshaw- 
Fulton Controls Co.) The Sales Manager says 
and that he 
pieces in each mailing. 


he is not interested in brushes 


gets three 


Oak 
attaching the 


@ Tractor and 
Lawn, Illinois 
musdirected 


Equipment Company, 
writes a letter 
piece. 

@ Cleveland Chain & Manufacturing Com 
pany, Cleveland. The Chief Engineer writes 
a personal note indicating a change in per 
sonnel. 

@ Sinclair-Scott Company, Philadelphia has 
a filled in mimeographed letter, telling about 
from Baltimore to Philadelphia 


their move 


Cotton Oil ¢ Chicago, 


their 


@ Southern ompany, 


notes on the circular new address. 


Compary, Downers Grove, 


with 


@ Givens and 


lll., 


old address. 


sends a post card their new and 


@ Homestead Valve Manufacturing Company, 
with 
and 


one 
with 


Coraopolis, Pa., sends a post card 


request to remove an individual 


two new ttles to add 


Products Corporation. A_ personal 
written by the 
that it is not 


circular to 


@ Canvas 
letter 
suggesting 
than 
mentioned 


was Purchasing Agent 
necessary to send 
their firm. They 


themselves appreciat« 


one 
that 
own list 


more 
they 


having thew corrected. 


and Die Dayton, 
Tool 


mimeographed 


Tool 
Advance 
sends a 


@ Ochs 
formerly 
Company, 


Company, 
and Engincering 
postcard 
name and address. 


with a new 


@ Proctor and Schwartz, Inc., Philadelphia 
has a filled-in Ditto letter, listing five 


they like 


names 


would removed 


There’s no longer any doubt that 
third class mail is read . . . and read 
carefully. Two other points, though, 
are still being debated by mailers in 
the industrial field. “Should 
we use the firm name only or should 
we address to an individual?” The 
other question is “Should we address 
to only one executive in the firm or 
should we mail to several?” 

Probably these debates will never be 
settled because no general rule can 
be laid down. Every mailer has dif 
ferent problems. The Colloid Equip 
ment Company, for example, sells all 


One is 
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kinds of products. Some are interest 
ing to one department head and some 
to another. A firm like duPont is 
much too large to be covered by one 
mailing piece. The Milwaukee Dust 
less Brush Company, on the other 
hand, sells mainly only one product — 
floor brushes, and sells only to one 
individual in the firm. Paul Bringe, 
therefore, believes that for his pur 
pose more than one name, (preterably 
the firm name only) is ail that is 
necessary, and that any more is a 
waste. He says, “The idea of using 
names of individuals when mailing 
to industrial tirms, | think, stems 
from the mailer’s idea that he has to 
be a bit tricky in order to get his 
piece ot mail opened. | have never 
telt that this was necessary. | believe as 
high as 96°, to 97°, of all third class 
mail 1s opened in business otftices 
across the country, and as a general 
thing the bigger the tirm, the more 
effective this routing will be to the 
proper party. 

“f remember an experience I had 
some years ago in Chicago when | 
called at the headquarters of the U. 
S. Gypsum Company. ‘They have 57 
plants scattered around the country, 
but most of the buying of supplies 1s 
done out of Chicago. | was ushered 
into an office with perhaps 200 desks 
in it and as many people, and guided 
to one individual who was in charge 
of brush buying. As soon as I sat 
down, he pulled a folder out of a 
file in back of him, and in this folder 
he had a copy of practically every 
piece of mail we had sent out during 
the preceding three years. In fact, this 
man had a Inore complete file on our 
mailing eftorts than [ had myself. | 
do not think this is unusual. | think 
this is perhaps typical of the larger 
companies where they think in terms 
of systematizing everything, even the 
disposition of a single letter or piece 
of mail.” 

Barney Miller of Colloid corrobor 
ates Paul’s feeling that the larger the 
firm the attention the third 
class mail He finds that 
small firms employing less than 50 
people pay the least attention to mail. 
Niles Foss of Dow Corning Corpora 
tion also made a survey of 
customers and found these things to 
be true. 

A further study of the nixies re 
ceived by Paul Bringe indicates that 
a fairly high proportion of the people 
who are his prospects resent receiving 
more than one piece of mail. Another 
excellent argument in Paul's favor is 
that according to Colloid’s own fig 
ures, five times as many individuals 
move as firms. with the firm 
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name only therefore, are much more 
economical to maintain. McGraw-Hill 
points up this factor by stating that 
39°, of all executives change jobs, re 
tire or die every year. The Direct 
Mail Advertising Association chimes 
in with “It pays to address some mail 
ings to titles instead of to individuals. 
This is a profitable change of pace 
even when the prospect list is accu 
rate. 

The Colloid Company has adapted 
this idea by sending catalogs to one 
or more individuals and an extra one 
to the firm only. They feel that one 
person along the line or one person 


on a buying committee who has not 
been sold on their products could kill 
a sale. They think it is worth the 
postage waste and worth risking re 
sentment to make sure every respon- 
sible officer of a firm reads their mail. 
Barney Miller made a little survey him 
self on the value of multiple pieces 
by going out and calling on some of 
his large customers. He found that 
his prospects did receive his catalogs 
and that they did remember his name. 
He also is convinced that his catalogs 
opened doors to him which would 
have remained closed if his name 
were not known. 





vertising Essentials Show . . . 





the latest develop ts in 


and production. 


hour to award door prizes 





“YOON YUN" 


The famous “Yoon Yun” direct mail campaign of the Union Bag and Paper Company 
(April Showmanship feature in The Reporter) made a tremendous hit at the First Ad- 
Hotel Biltmore, N.Y.C., June 9 and 10. 

Thousands poured through the hotel's Bowman Room 
tial advertising tools. Everything from 3-D automatic signs 
to newspaper mat services were showcased. 

The Reporter presented direct mail showmanship with this red dragon display . . . 
exhibiting the eighteen pieces of direct mail’s greatest “showmanship” campaign. Hun- 
dreds “ohed” and “ahhhed” as they flipped through “The Dilemma of Yoon Yun,” “The 
Parable of Lo Ding” and the sixteen other masterpieces of direct mail showmanship 


Dudley Lufkin, Reoorter Field Editor, and Pete Hoke, Advertising Manager, are shown 
above manning the booth. They answered hundreds of questions about the campaign 
and direct mail showmanship. One of the often-asked queries was “Where can | buy a 
set of ‘Yoon Yun’ pieces?” As reported in the April feature 
tunately had to be that they are unavailable. Scarce as hen's teeth. 

The show was a howling success. Stage, screen and movie stars appeared every 
. stimulating the crowd. Interest was at a high peak. A 
round of applause should go to Tom Noble, Chairman, and the entire staff of Adver- 
tising Trades Institute who produced the new exposition. 

We're looking forward to the next Advertising Essentials Show. It's essential. 
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. . Taking in 101 exhibits of 
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WORTH 
REPRINTING 


Here is a little item we picked up in 
the May issue of The Curtis Cour- 
ier, A.m. of Curtis 1000 Inc., Hart- 
ford 6, Conn. This magazine has been 
edited for the past 19-plus years by 
Thomas Dreier of St. Petersburg, Flor- 
ida. You may get a kick out of Tom's 
tirade about government costs. 


CANADA CUTS ITS COST 


It is surprising how little publicity 
has been given to the fact that the 
Canadian Government is cutting per- 
sonal taxes 1] beginning 


July 1. 


income 


Of course, Canada has not been 
trying to save the world like the Unit- 
ed States. It has had a lucrative boom; 
but at any rate, they obviously have 
been practicing the virtue of thrift and 
economy in the affairs of their gov 
ernment. This covers more than a 
real social dividend—it adds to the 
saving and the buying power of every 
Canadian family. 


Also, they have made certain re 
ductions in corporation taxes, taxes on 
cigarettes and are giving individuals 
greater credits for dependents. 


We all know that the Herculean 
task of cutting operating expenses of 
our government has absorbed our new 
administration ever since January 20. 


We have no worthwhile ideas to 
contribute, but we sincerely hope that 
if no cut in 1953 corporate taxes 1s go 
ing to be the final decision, that the 
powers along the Potomac will at least 
send more of the government girls 
back home. 


Everyone knows the greatest short 
age in the business world today is the 
stenographer and bookkeeper. We 
haven't seen any statistics as to just 
how many stenographers and typists 
could be absorbed in American in 
dustry at the present time, but it must 
be a very large and attractive figure. 


So if there can be no tax cut for 
business, let us implore our govern 
ment through our congressmen and 
senators to send us more girls. Cer- 
tainly more bureaus can release some, 
and retain the essentials of their gov 
ernmental functions. 


Last but not least, it seems more 
fair to lay off people when industry is 
in a good position to absorb those ad 
ditional workers. 
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Report of A Survey On: 


WHAT DOCTORS 
GET IN 
THE MAIL 





Reporter's Note: Once a year Harold O'Neill 
releases his own survey of mail received by 
a typical member of the medical profession. 
We are reprinting in full Harold's letter of 
May 28, 1953 . . . written on the stationery 
of Clark-O’Neill, Inc., 100 Sixth Ave., New 
York 13, N. Y. (specialists in medical mailing 
lists and mailing services). These annual sur- 
veys deserve a place in the historical records 
of direct mail. 





Here is the annual survey of mail 
received by a New York physician. 

He is a general practitioner practic 
ing from his home-office combination. 
Because he is a GP with a very large 
practice, he does receive more mail- 
ings than an average GP and far more 
than the full-time or part-time spe- 
cialist. 

This mail count takes in all direct 
advertising received by the doctor, in- 
cluding material from non-medical 
sources like retail stores, book clubs, 
investment services, etc. 

During the period studied — May 
1, 1952 to April 30, 1953 — this phy 
sician received a grand total of 3,305 
separate mailings. This is an increase 
from the 3,021 mailings last year, of 
almost exactly 10 Mailings from 
pharmaceutical manufacturers also 
reached an all-time high of 2,883. Ig 
noring the mail from miscellaneous 
sources, our physician friend handled 
just about 10 pieces on every day dur 
ing the year when mail is delivered. 

Publishers of medical books and 
journals were more aggressive in mail 
promotion this year than ever before. 
They sent a surprising 100 mailings 
compared with only 55 last year. 

Look what happened to government 
postcards! A drop from 13.9 to 4.1 
Notice the obvious switch from gov 
ernment postcards to mailing cards 
and self-mailers. The over-all self-mail 
er group held about level with last 
year’s high. 

Twenty seven per cent of the mail 
ings that went out in an envelope 
contained a single enclosure, 35°, two 
enclosures, 26°, three enclosures. The 
balance of the envelope mail carried 
four or more pieces. 

Let’s hope the physician has a good 
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memory. He'd better have, to remem- 
ber the 741 products that showed up 
at least once in the 12 months. Two 
hundred twenty nine, or 30%, of 
these had never been offered to him 
before by mail. If we needed proof 
that this is a new products industry, 
here it is. Three products out of 10 
were brand new to the doctor this 
year. 

One hundred and twelve products 
disappeared, a few just temporarily 
but the majority for good. Usually 
once a product drops out of the pro- 
motion picture it never comes back. 
Another 99 might be on the way out 
since we saw them only once in 52 
weeks. There were 125 drugs on which 
mailings were made 8 or more times. 


The leader appeared in 56 mailings. 
Eleven other products showed up 24 
or more times. In this intensively pro- 
moted collection of 12 products, 3 
classifications were represented with 
none showing more than twice. 

One classification was dropped this 
year, “Amino Acids.” The few mail- 
ings made on products in this field 
were thrown into “Miscellaneous.” 

Products used in the treatment of 
cardiovascular diseases are on top for 
the third consecutive year followed 
once again by the combined group of 
“penicillin, penicillin plus sulfas, and 
antibiotics except penicillin.” Vitamins, 
again, are third. The ointments have 
nudged the hematinics out of fourth 
place. 





TYPE OF ADVERTISER: 
Pharmaceuticals 


solicitations 


Miscellaneous — includes all mail of 
a non-medical nature 


TYPE OF POSTAGE USED: 
Printed permit 

Postage meter 

l4e¢ stamp 

2¢ stamp 

First class 

Government post cards 


CORNER CARDS: 


left-hand corner 


company indicated 
No corner card or return address 


Sealed 

Unsealed 

Mailing cards 
Government post cards 


Sample request cards enclosed 
Samples 

Blotters (1 or more) enclosed 
House magazines 

Letters enclosed 


IN INDIVIDUAL MAILINGS: 
One product 

Two products 

Three products 

Four products 

Five products 

Over five products 


Pharmaceutical 
Medical books & Journals 
Equipment & Instruments 
Miscellaneous 





RESULTS OF: 


CLARK—O’NEILL ANNUAL SURVEY OF 
MAIL RECEIVED BY A NEW YORK PHYSICIAN 


Medical books and Journal subscription 


Medical equipment and instruments 


Usual style — name and address in upper 


Name and address on flap or reverse side 
P. O. box or street address used -— no 


SELF-MAILERS AND MAILING CARDS: 


NUMBER OF PRODUCTS ADVERTISED 


COUNT OF MAILINGS 
2883 


TOTAL: 


PERCENTAGE OF TOTAL 
1953 1952 1951 1950 
87.2 86.2 83.8 82.5 
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PUT THAT LAMP DOWN, PAPPY ... 


You Can Find 


A Printer Without It! 


By Wilfrid S. Rowe 





Reporter's Note: We bumped into Wilfrid S. 
Rowe (Sterling National Bank & Trust Com- 
pany, 1410 Broadway, New York 18, N. Y.) 
at some sort of a meeting and he wondered 
if we'd be interested in a short article on 
the trials and tribulation of finding a good 
printer for a medium sized operation. We 
were interested. So here's what Bill thinks 
about “the situation.” May help a few of 
you who have similar headaches. 





Chis is not directed toward the “big 
boys.” The ad production and pur 
chasing departments of Standard Mo 
tors and General Oil are (from hear 
say) crawling with printers’ salesmen. 
Probably the size and worth of a cor 
poration could be painlessly calculated 
by the number of printers’ reps who 
cool their heels there in the course of 
a month. 

The smaller purchaser of printing, 
and his brother in the country (.e., 
any town more than four miles trom 
the nearest metropolis ) rarely sees more 
than a few printing: sellers in a year, 
with the exception of those who spe 
cialize in forms and (usually mediocre 
to-bad) promotional material design 
ed for your particular line of busi 
ness. 

Thus, the art of finding a printer 
(not a printing specialist) becomes a 
compounded difficulty. It is compound 
ed by the fact that the small buyer 
and his country cousin usually have 
to handle all details of production sin 
gle-handed. Chances are fairly high 
that, for the ad man outside city lim 
its, his local printer doesn't know 
Mandate from Kaufman and is loath 
to switch magazines on his Linotype. 
This may result in a wonderful simi 
larity between one promotional piece 
and another; it also results in a won 
derful similarity between your promo 
tional pieces and those of everyone else 
who buys from the local Guttenberg. 

Ad men with a Budget (note the 
u.c. initial) may not understand the 
foregoing paragraph. One man depart 
ments, with or without a Girl Fri 
day, will understand it all too well. 

Some people maintain that you can 


not write an article without an anec 
dote, so here’s mine: | was forced to 
deal with a character who was going 
to “save money for the firm” | was 
then working for. He printed every 
thing, and by that I mean that if you 
gave him a layout for a form, indi 
cating with ruled lines where the type 
was to go, he would do a new lay 
out on a corner of your desk, and 
print everything on the form by hand, 
so that he could see whether or not 
it would fit! 

Sut that’s not the anecdote. He sav 
ed money for the firm all right; print 
ed forms on paper so flimsy that it 
automatically curled whenever it was 
handled or a file tolder was opened. 
Caused no end of joy among the cleri 
cal help. They sang gayly about it 
every time they thought of hanging 
the printer by his thumbs. 


But that’s not the story, either; here 
it is: To speed delivery of the form 
just mentioned, I asked John Printer 
if he would have the cut made that 
was called for in the layout. He agreed 
to do it. “Then make an electro and 
return the original to me,” I asked, 
handing him the artwork. 

He looked closely at the artwork. 
After a two minute inspection, he 
announced gravely, “You'll have to 
make a halftone of this,” I assured 
him that he was right. “Well, you 
can't make an electro of a halftone 
engraving, he announced!!! 

(I forget what I said, but he never 
came into my office again; always dealt 
with the P. A. after that.) 

Perhaps that experience is extreme, 
and I hope it is. At any rate, it high 
lights the difficulties of doing business 
with small-time printers who don’t 
know a tint block from a time clock. 

So how do you find a real printer 
without a lamp and a magnifying 
glass? Well, it’s not a 1-2-3 proposi 
tion, and perhaps you can work up 
a variation on the following formula 
that is quicker, but here's a sugges 
tion: 


Printers are seeking your work. Even 
if you consider your purchases as 
small, you still have printers and their 
salesmen calling on you. Here’s what 
to do, after you weed out the jokers 
who tell you it’s impossible to cast an 
electro trom a halftone: When you 
have a relatively small job that is not 
in a great rush (and they do come 
along a few times a year), toss the 
whole job into a new or recommended 
printer's lap. 

Step No. 2: Sit back and wait for 
your phone to ring, followed by a 
long story about the difficulties in 
volved in producing your job followed 
by a ringing in your head. 


Step No. 3: If you have the nerve... 
about noon of the day that the job 
is to be delivered, call the printer and 
ask him what happened to it. This is 
an excellent way to become familiar 
with the inner workings of a printing 
plant, because you will hear how Mu 
riel (whe 
those things) forgot to put a number 


is always so good about 
on the job ticket so Sam, who runs 
between the office and the plant (four 
steps) didn’t pick it up until this 
morning, when Jack (world’s leading 
expert on running the only press that 
can handle your job) stepped back 
wards into the Miehle and hasn't been 
heard of since. 


All this may be slightly discourag 
ing to you, but if you have been in 
the business more than eight months, 
you have developed a certain immu 
nity and will recover. 


Part Il of this Printer-Seeking pro 
cess is to repeat Step | at irregular in 
tervals until Step doesn't happen 
and Step 3 becomes unnecessary. 


If Step 2 still doesn’t happen on a 


few successive jobs, you've found 
yourself a printer! 


Trouble? Sure it is. But even with 
electronic equipment, it takes a lot 
of prospecting to find gold. I’ve found 
mine, and I pray regularly for the 
guy's health. 
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HOW ito BEAT 


the recent postage increase! 


Check Our New Realistic Rates... 


for Addressing Lists from Phone Books — Directories — 


Inquiries from TV, Radio and Magazine Advertising, etc. 


3-Line TYPEWRITER ADDRESSING. ...... . . . Now only $6.50/M 
Envelopes, Cards and Self-Mailers up to 6 x 9”. 4 lines only $1 additional per M 


Expert HAND ADDRESSING. . . .... . . . . . Now only $7.50/M 


Try this New Low-Cost Service for Follow-Up Mailings... 
Addressing on Gummed Labels . . . . . . . . .§ Only $2.25/M quadruplicate 
We Supply Labels | Only $2.50/M triplicate 
Save Money on ALL Your Direct Mail Requirements... 
Label Pasting on Envelopes, Self-Mailers, Broadsides up to 6x9" . . Only $1 .50/M 
Other Mailing Operations (Folding, Inserting, etc.) . . . . . Only 50¢/M motions 





These are our COMPLETE charges! There are NO hidden extras! We offer 
a complete mailing service, but you are never obliged to give us any specified 


number of operations to enjoy these amazingly low prices. 


An experienced corps of 200 enables us to handle jobs of ANY SIZE — 


and to meet your deadlines with speedy service! 


Take a tip from the many profit-wise publishers and volume mail users 
who have slashed their costs with our fast, dependable service! Save this ad 


for future use... or, better still, phone or write TODAY! — 
JAMAICA 





0% © Qe Groot) ” 
JUST 30 MINUTES 
FROM TIMES SQUARE 











Backed by 7 Years of SERVICE 
87-29 78th Street, Woodhaven 21, L. |., Michigan 2-4900 


Out-of-town inquiries answered immediately 





This Appeared In 
The May Issue 


Reporter's Note: This item appeared 
in May, 1953 REPORTER. We reprint 
here an answer received from Ruth Gardner, 


live wire advertising manager of Harry P. Leu, Inc., 

(distributors of machinery and industrial supplies), 100 

W. Livingston Ave., Orlando, Florida. This reporter has vis- 

ited Ruth’s plant. She certainly knows how to handle a compli- 
cated direct mail setup and coordinate it with the sales force. 


HOW TO KEEP SALESMEN 


INFORMED ABOUT COMPANY 
ADVERTISING AND PROMOTION 


By Ruth Gardner 


Your note on top of page 35, May 
issue, is an interesting topic! Guess we 
all have problems on that score ee 
and an exchange via a REPORTER 


enlightening. 
salesmen with two 


report should be 

We cover our 
methods. There are 18 road men who 
travel designated sections of Florida, 
besides the inside men who serve at 
our store counter and our telephone 
desks. Each man is a separate person 
ality . . . each with his own peculiar 
type of gripes complaints 
comments, etc. 

After dealing with them for five 
years ... some | sympathize with... 
some I agree with and others I seeming 
ly listen with absorption, but those 
comments go in one ear and out the 
other. Some are helpful in their views 

. others are just plain gripers from 
the word go. However, they must all 
be dealt with . and with our prob 
lem of handling over 750 nationally 
known stocking 30, 
000 types of items here in our indus 


trial supply plant time is always 


manufacturers, 


too short and we must use it to serve 
all on as equal a basis as possible. 
Telling trade secrets here is prob 
ably O. K. because none of these men 
will see these comments (I hope!!). 
At first, we made up weekly reports 
showing all types of promotion 


carried on the past week. That in- 


cludes newspaper ads, mail desk stuff 
ers, general and specialized mailings, 
window tie-ins, etc. They each get one 
of these sheets, with the mailing sam 
ples attached indicating what type of 
list was used packing houses, 
canning plants, plant maintenance de 
partments, woodworking or metalwork 
ing accounts, etc. The set is put into 
the file folder set up for each traveling 
usual 
letters 


man which also includes the 
office 
sent into his territory, etc. 

Then for several weeks during a 
year or two ago ...I purposely didn’t 
provide them with bulletins. One man 


memos, new customer 


came in with a request from a pack 
ing house for “our” catalog No. 709 
mentioned in a mailing piece. He 
couldn’t identify it nor could the man 
tell him what company it was. In a 
case like this it was, for instance, a 
chain booklet carrying its own man 
ufacturer’s number. I’ve got books and 
catalog sheets for all 750 companies! He 
was worried about losing out on an 
order because he couldn’t identify the 
item. Another man complained that 
his customer asked for a separate book 
let on a mail-piece item and our man 
didn’t know what he was talking about. 
You get the idea I imagine! They are 
merely reminded that they should pay 
attention to the bulletins they get 

because those bulletins are done mere 


ly to help each man make more sales 
Every chance I get ... I tell them 
in one of these bulletins . that I'm 
wanting to help them save time 
also to help them avoid having to 
carry too much literature around with 
them by asking that they give me a 
list of special customers who should 
get a certain booklet. I mail them from 
the lists so provided. They've had it 
told to them many times that knowing 
how much stuff they must normally 
carry in their cars . . . I don’t want 
to load them up with more... Ill 
help them do a favor to a customer by 
putting the man’s calling card on the 
booklet and sending it by mail. Then 
when I do want them to do some name 
checking or send in some other infor 
mation I again comment that 
though I hate to bother them . . . it’s 
only on rare occasions like this that I 
need their help . . . etc. It works. 


Some of our men only come into 
headquarters every two or three weeks. 
To be sure they know quickly what's 
gone out we also have a plate in 
our general addressograph file for each 

. and he gets at his home address 
whatever is sent out. Then each one 
is reminded that this is done as a serv 
ice to him because we know he would 
not want to be put on a spot during 
some call. 


We use the 
our road men that we use on our 
. helping save time 
aggravation . etc. Naturally, when 
we've asked any of them to do some 
special plate record checking or plant 
classifications of some kind . .. we 
make sure they understand we're de 
lighted with their help and-that they 
know we're happy to do little favors 
for them. This man answered with 8 
. others listed 15 to 25 names. 


same psychology on 
Ps} 8) 


customers 


names. . 
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Ruth Gardner 
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Since our men work on a commission 
basis ... they also do as much related 
selling as possible . . . though there are 
those who must be prodded. We re 
mind them that helping to do a cus 
tomer a service on some other item, 
puts Leu’s man in a favorable light 
and creating good will assures him 
of added orders in his special or fa 
vorite fields. 

You can always pick out some ideal 
example from _ past special-attention 
to use as bait 

One of our 


mailings . . . too 

for what’s being done. 
prime examples is the story of a color- 
ful new brochure put out by a moto 
reducer company. We sent out a re 
quest to each man to list people to 
whom we could send the book (his 
card attached). One man, for two 
years, had been trying to a get a juice 
plant p.a. to listen to the merits of this 
reducer with no avail. The man 
was satisfied with what he was using. 
The brochure was mailed to that p.a., 
among others, and a couple weeks la 
ter our man mentioned it during a 
visit. The p.a., it turned out, had ex 
amined it carefully .. . sent it out 
to the plant super and from him it 
went to the machine shop foreman 
and mechanic. Jim came back that day 
with an order for two reducers, $300 
each. 

That . is how we manage to get 
around our salesmen, most of the time! 
By trying not to dictate ... by em 
phasizing the idea of personal, indi 
vidual, friendly help . . . our men recip- 
rocate. It isn’t always all sweetness 
and light one of the GRIPERS 
was raising sand today about a cata 
log we didn’t have but he’s one 
of the few I “tell off” occasionally, 
and he simmers down. Sales psycho 
logy is a fascinating study! 


INTERESTING TEST 


Provincial’s Paper is the house mag 
azine of Provincial Paper, Limited, 
388 University Ave., Toronto 2, On 
tario. The editors wanted to test the 
readership and also test whether it was 
better to use a stamped return card, 
or a business reply permit card. Cards 
were inserted in the March-April issue 
which went to a list of 5,600 Cana 
dian printers and business men. Halt 
the cards were stamped and the other 
half bore the pay-on-delivery permit. 

The cards asked for address changes, 
suggestions for future articles for the 
magazine and any comments the read 
er had in mind. 

Returns at this writing reached 34 
But the return cards bearing a post 
age stamp outpulled cards carrying 
the permit by 43 
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Reunion In Cleveland 


Pierre Georges Bastide 


This reporter made a quick trip to 
Cleveland on June 17 for one day of 
the Advertising Federation of Amer 
ica Convention. The usual friendly 
crowd . .. made up mostly of officers 
of local advertising clubs. 


The Direct Mail 
morning of the 17th was jam-packed, 
with DMAA President Les Suhler act 
ing as chairman. All of the speakers 
(Kurt Vahle of St. Louis, Paul Bringe 
ot Milwaukee, Fred Meedsen of New 
York, R. F. Gomber of Pittsburgh 
and Suzanne Caygill of New York) 
were good. Much of the material was 
covered in past issues of The Repor- 
ter . . . for instance, the Yoon Yun 
story in April and the Milwaukee Dust 
less Brush story in June. 


Session on the 


We may be able to give you more 
details later, especially on how West 


John Howie Wright 


Henry Hoke 


inghouse is putting showmanship into 
its industrial direct mail. 

The DMAA Board met during the 
afternoon and following the precedent 
set last February in Detroit, Les Suh 
ler insisted on an open meeting. That 
is, all 
were welcome. Works out very well. 

One of the thrills of this conven 
. . . looking across the aisle 
and spotting my old boss and teacher, 
John Howie Wright, former editor 
and publisher of Postage and The 
Mailbag. 

Pierre Georges Bastide was also 
there from Paris, France, along with 
other members of the French Adver 
tising Delegation to the United States. 

Following the Direct Mail Session, 
John Howie, Pierre and this reporte: 


members of the Association 


tion Was 


got together for a long delayed reun 
ion. 











How To Get 
The Right Start 


Part Five: 


In Direct Advertising 


By Harrie A. Bell 


Section VIll: 


SUGGESTIONS ON 
WRITING COPY 


A salesman should be “sold” on his 
product, and should have, in conse 
quence, a wealth of honest enthusiasm 
for the thing he is trying to sell. Any 
salesman who does not “believe” in 
his goods and the firm he represents 
will have a difficult job indeed. 

You, as a copywriter, are merely a 
salesman. If you cannot work up a 
wholesome respect for what you are 
asked to advertise it is highly doubt 
ful that you can write convincing 
sales copy about it. 

But when you do have that belief 
in the value of your goods, you can 
swing right into your presentation of 
its advantages to buyers. 

Write, as nearly as you can, just as 
you would talk. Imagine yourself tell 
ing a friend about the advantages he 
would receive if he possessed what 
you are selling. 

Get going on your approach to 
the subject from any angle which 
occurs to you, and keep on writing 
as hard as you can. Write all you can 
think of, from that initial approach. 
Then shift to some other advantage 
and write fully from that angle. 

Put down in some written form 
every possible advantage, and don’t 
stop your writing until you can think 
of no further thing to say. In all 
probability, if you follow this routine, 
you will have written too much for 
your purpose, and will have used too 
many words to express your ideas. 
Your grammar may also be wobbly. 

It is now time to cull the useless 
phrases; to cross out completely un 
necessary ideas; to eliminate sen 
tences or whole paragraphs which 
seemed important as you were writ- 
ing, but which now appear to be 
superfluous. 

Other writers have told me, as I 
also find, that the first two para 
graphs are often wholly eliminated. 
The effective approach seems to de 
velop only after a sort of warming 
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up, as represented by the first few 
paragraphs. When those early para 
graphs are not stricken out, they often 
are transposed to a later place in the 
copy. 

Don’t be afraid to rewrite and re 
write. Study what you have develop 
ed in your second or third draft of 
copy, against your check list of points 
you intended to cover. 

Substitute more specific and more 
colorful words, where, in your haste 
to put down thoughts on paper, you 
may have used generalities. Substitute 
shorter and more familiar words where 
you find you have slipped in some 
two-dollar terminology. Also, smooth 
up your grammar. 

Some writers recommend that you 
read the copy aloud, to judge its 
effectiveness. Several men for whom 
I write copy always insist on my 
reading it to them, as a check on its 
rhythm. 

Rhythm is not rhyme; nor is it that 
constant repetition of regular “beats” 
that is a fundamental quality of con 
ventional poetry. But when you can 
write your copy so that it has a flow 
of tonal sounds which (if read aloud) 
are pleasant, and to some elusive de- 
gree, balanced and harmonious, then, 
I'd say, “you've got rhythm.” And 
rhythm in copy has a definite selling 
value. 

This value of rhythm is no doubt 
due to the fact that “sound-balanced” 
phrases seem to stick longer in the 
reader’s mind. Good slogans are al 
most invariably illustrative of this. 
“I'd walk a mile for a Camel” has 
rhythm. “Your best friend won't tell 
you” has it. You can test any number 
of them yourself. 

Now, if your copy is to do its part 
in helping to make sales, it must leave 
in the mind of the reader some de 
finite picture of what you said. Rhythm 
in expressing your important sales 
points can help you accomplish this. 
It won't come easy, at first. But keep 
this in mind, and try it again and 
again. Eventually you'll get the hang 
ef it, and then it will become a na- 
tural part of your style and a valuable 
accomplishment. 

One further remark about rhythm. 


The beginning of a sentence or the 
beginning of a paragraph are good 
places to use important copy. The final 
words of either a sentence or a para 
graph are excellent spots for emphasis. 
In consequence, if you can so phrase 
your thoughts that a_ well-rounded, 
easily-remembered phrase (which is 
a sound sales-point regarding the pro 
duct) can fall as the final words in 
the paragraph, you have done some 
thing highly worthwhile. Such a 
rhythmic phrase at the end of a sen- 
tence is good, but coming at para 
graph-end it is ideal. 

It is time to remind you that, in 
writing advertising copy, there are 
several “musts”: 


1. The introductory words must 
catch the interest of the prospect 
—or he may go no farther, and 
all your effort is wasted. 


The facts and ideas you present 
must continue to hold that atten- 
tion—or the reader may drop it 
before he gets your complete 


story. 


The whole presentation must be 
made from the reader's point of 
view—not from the seller's. 


What you say must be clear, at 
require no re 
what you 


a glance—and 
reading to determine 
mean. 


These four qualities are essential no 
matter what product, service or idea 
you may be presenting. But even 
these four essentials are not enough. 
What you have to say, if it is to do 
its full job, must certainly arouse in 
the reader some desire to possess the 
goods and to take the action you pro 
pose in that direction. 

There is nothing mysterious about 
copywriting. It is simply putting into 
words the same kind of persuasive 
sales talk t' it personal salesmen are 
using every day to make sales. You 
attempt to picture in the reader's 
mind the advantage it would be to 
him to trade his money for the thing 
you have to sell; or to make further 
inquiry; or to see it at his retailer's; 
or whatever else may be sought, as 
your Basic Idea, for the advertising 
piece in hand. But whatever your pur- 
pose, you must induce him to do 
something or to think something—or 
your whole effort is wasted. 

One of the best training schools for 
copywriting is some experience in ac 
tual personal selling. This brings you 
into contact with many types of peo-, 
ple, with opportunity to study their 
reactions. The copywriter who has 
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the privilege of going out to sell a pro 
duct before he tries to help sell it by of + series 
the written word is exceedingly fortu 
nate. 

On the sales firing line you will th l lett 
learn that buyers have great sales re "ES . roo a eek 

: " ee ENTRAL PARK WEST 
sistance. They do not want to buy. (at Columbus Circle) 
You will observe them putting up their Telephone Circle 5-8118 


defenses — raising objections. From 5. 3. Kent 
this, the copywriter can take an 1234 River Rd. 
other tip; ferret out the natural ob ometown, U.S.A. 
jections a prospect will raise, as he Properly used, direct mail puts salesmen in a 
reads your sales copy, and beat him favorable selling position, in front of buyers. 
to the gun. One of the country's outstanding users of 

For example, automobiles are nice “direct-mail-to-aid-salesmen" is 
things to own, but they do cost money Remington. Fa cx seat 
to run. So the memerenggar sg « « « and it is more than a coincidence that they 
that objection of yours with “20,000 use Reply-0-Letter, have used it since 1937. 
miles on one set of tires,” or “20 Here's one example: a timely release 
miles to the gallon of gas,” and a host to a selected list of Electronic En- 
of other such fisets t the upkeep gineers offering a Manual on record- 

oe “i —_ <A PP the keeping requirements for CMP brought 

objection. Study the advertising you in 344 replies -- better than 17%. 
see, for this point. reply Others such as the New York Times, Air Reduc- 

Be sure to include in your copy the card tion, Procter & Gamble, New York Life, 
answers to customary defenses your Random House also are customers of long Standing. 


prospective buyers may set up. The oR ENVELOPE Their immediate aims may differ. But when 
personal salesman can do this when is oe ciaaeheanaeen tae Gee ee 
the objection comes up, but you must nn " advertisers turn to Reply-0-Letter. 
anticipate it, and prepare against it IN We'll gladly send you samples and a copy of 
in advance. the letter our booklet, "IT WAS ANSWERS HE WANTED.* 


Remember, also, that your copy ee Sincerely, 
should not be a mere description of Re The Kepole OLAWL 
the product, but rather a picture of a . 
the benefits the buyer will receive Phone nearest sales office — or write REPLY-O-LETTER 7 centrat park WEST, NEW YORK 23, N.Y 
when he acts, or reacts, as you sug 
gest—or when he owns the product 


which you are presenting. 

Paramount in eve ry line — every Price: $2.00 per copy Pt 
word —of your copy is the necessity ” GET THE FACTS! 
for creating confidence in the mind AE. int ell ee 
of your readers. Think for a minute ’ PHOTO-ENGRAVING COMPLETELY 
of some experiences you surely have | EXPLAINED TO THE LAYMAN 
had in meeting people. With were? “on Now — “brush-up" with this modern, complete and fully 
formed almost an immediate dislike. illustrated guide to correct photoengraving methods. 

The very first words they uttered, no | 24 HOUR SERVICE 
made you sense an aversion | 108 peges—Lavishly illustrated in biack and white, and color 


























doubt, 


~ F us have had these ex- | 

ao ham, A oe ' HORAN ENGRAVING COMPANY, INC. 
periences. On the other hand haven't 44 WEST 28th STREET, NEW YORK 1, WN. Y. 

we frequently encountered the exact Tel. MU 9-8585 * Branch Office: MArket 2-4171 


sen? Ee » » t - . Please send me (prepaid) -. +» Copies of your 108 page revised 
opposite? From the very first encoun And don't forget Horan’s book, "The Ari Sel abelian py why Bag, 


with some people we take a liking the clock" : ; 
ter with sc peo} £ corvies whether your My check for $.. . is enclosed. 


to them that is pleasurable and last ) problem ie 


ing; they ring true. a phe t= 


Your copy approach, and all that ties an 
you say throughout the following text, 
should contain that quality which we 

as sincerity. It : reat ma a 
refer to as sincerity. It should create MAILING LISTS 
a feeling of confidence in your read- Clip this C a SAME DAY SERVICE! 
ers from the very first words; and i , ns sod ee ill FREE COPY NEGATIVES!! 
should maintain that spirit to the - — oe Printed LOW COST Reverse Side 

send you FREE a Pocket 


final sentence. - 

ee a ee ae Directory of over 1,500 8x10 GLOSSY PHOTOS 

ou know how you dislike a brag diff, t Maili Lists 

gart, in the flesh. You probably dis- eeeens owee & a -% WO- 30 IM — 8S 
; : . } Sf of Mail Order Buyers, Veterans, Postcards 1M — $30 4M — $99 
like him just as much in the printed Business Executives, Purchasing 
word, and so do others. So see to it Aouma, Heme Gesem, a. GLOSSY COLOR CARDS 
that nothing you say sounds like brag- Firm oa Postcards: 3M — 3c each, 9M — 2c each 
ging. Address ___ 7x11 cards: 3M — 8c each, 9 M— 6c each 


Then, again, you will recall that | City —___ —— Sere _ “MR. DAVID” Circle 7-7610 


old axiom that no one ever wins a By 165 W. 46th St., New York 19, N.Y. List D 
Dunhill International List Co., Inc. 
565 Sth Avenue, New York 17. Plaza 3-0833 
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convert by argument. So don’t get 
into an argument. Controversy has no 
place in convincing copy. 

But you can persuade people by a 
truthful presentation of the benefits 
or advantages to be had if your reader 
will act or react as you desire. 

In the matter of structure, simple 
many limiting 
many 


sentences without 


phrases are recommended by 
writers. But, of course, this can be 
overdone. In the preparation of your 
initial drafts of copy, it is not neces 
sary to worry too much about length 
of sentences. When you revise and re 
write, however, you will find that long 
sentences can often be divided into 
two, by the simple expedient of drop 
ing “and,” “but,” and other conjunc 
tions. Too many short sentences grow 
tiresome; sentences that are too long 
or too involved in structure are dif 
heult to understand. In consequence 
a happy medium. 


almost al 


you try to strike 
Unfamiliar 
ways “bad medicine.” Familiar words 


words are 


more effective. Colloquial 
even if they are 
not college English — will make read 
ing easier, and will often get your 
idea understood, where perfect gram 
mar or syntax may fail. An asbestos 
shingle manufacturer says, “Try an’ 
burn it!” This is in the vernacular, 
and has prompted some purists to 
suggest it should be, “Try to burn 
it!” Look at these two and you ll see 
the difference between how we say 
it, and how it should be written in 
the King’s English. My vote is de 
finitely in favor of the conversational 


are much 
words and phrases 


manner. 

Of course, the purpose of the piece, 
the circumstances of how it is used, 
and the dignity of the organization 
issuing the advertising have to be con 
There are many instances 
indicates the 
mor: style. But, 
for attracting the interested attention 
of readers, and for persuading peo 
ple to your way ol thinking, you can 
not afford to be too high hat. Re 
member that you are not writing a 
literary essay. 


sidered. 
where good judgment 
restrained literary 


In making your choice of the exact 
words to express your thought, you 
will find a copy of Roget’s Thesaurus 
a great help. It is mentioned in a 
later chapter as one of the “tools” 
that should be on every copywriter’s 
desk. 

When you want people to do things, 
use action words. Some writers will 
tell you to use more verbs and fewer 
adjectives. Others advise use of the 
present tense as a device to suggest 
sound like effective 


action. These 


means for the purpose, but, since my 


copy writing began at a very early 
age, I had created my particular style 
long before I studied these precepts, 
and I am not an authority on these 
matters. 

Nevertheless there are available 
some very excellent books on writing 
copy for advertising, and any student 
who is going to continue beyond the 
beginner's course should soon make 
an intensive study of such textbooks. 

The question ot how long or how 
short advertising copy should be has 
been discussed unendingly throughout 
the years. It is my opinion that you 
write whatever is necessary to put 
over your Basic Idea — no more, and 
no less. By all means I am against 
writing copy “to fill space.” 














if you missed any of the previous seven 
sections of “How To Get The Right Start 
in Direct Advertising” . write to THE RE- 
PORTER (224 7th Street, Garden City, New 
York) and we'll be glad to send you galley 
reprints free of charge. Also watch for 
Harrie Bell's excellent course to appear in 
booklet form later this year. 








A final check list may be helpful. 
Presumably you will start to write 
copy after you have established clear 
ly what is your Basic Idea. With this 
in mind, you have these four goals 


to achieve: 


1. You will naturally have to awaken 
interest in your first few words. Some 
times —in fact almost always — your 
interest-arresting headline is not com 
plete in itself. It invites further perusal, 


so-=— 


2. You must instantly bridge over 
from your catch-line heading to the 
subject you are going to discuss. This 
joining up of headline and text should 
be a reasonable and sensible process. 
If it is not, then your headline is too 
“far-fetched,” and readers may feel 
they have been tricked—a bad start 
to make when you seek their confi- 
dence. Having made your logical tran 
sition from heading to initial copy— 


3. You must begin to prove your 
point, and keep on until you have 
done so. You must cite your facts, 
verify what you say, and introduce 
your complete case. Here is where 
your powers of persuasion begin to 
work. In this section of your copy 
you concentrate on the process of 
creating desire, so that— 


4. You can point clearly to the ac- 
tion you desire, and persuade your 
reader to take such action. To make 
it easy for him to do so, you must 
tell him in specific terms how he can 


do it. 


THE REPORTER OF DIRECT MAIL ADVERTISING 





For the purposes of this study of 
direct advertising, only a few of the 
phases of preparation of advertising 
copy can be touched on. What has been 
noted here is selected as of importance 
to beginners. In no way is it a com 
plete exposition of the subject; in fact, 
it scarcely scratches the surface. 

There are available a number of 
books by eminent copywriters, and 
there are constantly appearing in the 
trade magazines highly illuminating 
discussions on copywriting for adver 
tising. Particularly, there are study 
courses on copywriting taught by 
men who are thoroughly qualified to 
teach this subject. Students whu hope 
to develop beyond the entrance gate 
to copywriting will, naturally, ex 
tend their these 
other places. 


study in some of 


(Continued Next Month) 


THE LATEST 
ON LOTTERIES 


Quite a number of Reporter read 
ers have at various times run afoul of 
the law (innocently) when conducting 
prize contests. We know of one crea 
tive printer who nearly went broke be 
cause a large prize contest he had orig 
inated and printed for a customer had 
violated the laws relating to lotteries, 
which the Post Office strictly enforces. 
All printing had to be scrapped. 

We are, therefore, reprinting in full 
an important notice appearing in the 
Thursday, June 4, 1953 issue of The 
Postal Bulletin. If you contemplate 
running any prize contest now or in 
the future, Instructions of 
the Solicitor carefully: 

RULINGS ON LOTTERIES, GIFT ENTER- 
PRISES, ETC 

In the Posrat BuLtetin of February 13, 
1947, the following statement was made of 
the position of the Office of the Selicitor re 


specting the element of consideration in a 
lottery: 


read these 


“In order for a prize scheme to be held in 
violation of this section (36.6, P. L. & R., 
1948), it is necessary to show (in addition 
to the fact that the prizes are awarded by 

conside ra 
payment of 


means of lot or chance) that the 
tion’, involves, for example, the 
money for the purchase of merchandise, chance 
or admission ticket, or as payment on an ac 
count, or requires an expenditure of substan 
tial effort or time. On the other hand, if it 
is required merely that one’s name be regist 
ered at a store in order to be eligible for 
the prize, consideration is not deemed to be 


present.” 


There have been two recent decisions in 
the Federal courts dealing with the question 
Garden City 
100 Fed. 
Supp. 769, wherein it was held that a require- 
ment that participant visit a number of stores 


of consideration in a lottery: 


Chamber of Commerce v. Wagner, 


JULY, 1953 


to determine if his number is posted in one 
of the store windows, thereby entitling him 
to a prize, does not constitute a considera- 
tion for a prize, and that such a scheme is 
therefore not a lottery; American Broadcast 
ing Co., Inc., et al. v. Federal Communica- 
tions Commission, 110 Fed. Supp. 374, deal 
ing principally with requirements of | listen 
ing to the radio or watching television pro- 
grams 

This office will continue to hold that the 
element of consideration is present in a prize 
scheme when a substantial expenditure of 
time and effort is involved. However, in 
view of the court decisions referred to, this 
office must reverse its rulings which have held 
consideration to be present in the following 
and similar situations: where the sole require 
ment tor participation is registration at a 
store and, in addition, attendance at a draw 
ing or a return to the store to learn if one’s 
name was drawn; visiting a number of stores, 
or a number of different locations in a store, 
to ascertain whether or not one’s name or 
number has been posted; witnessing a dem 
onstration of an appliance or taking a dem- 
onstration ride in an automobile, etc. 

Postmasters should therefore exercise cau 
tion in applying previous rulings of this of 
fice in prize plans involving consideration 
only in “time and effort” expended. If there 
is doubt with respect to any of these ques 
tions, the matter should be submitted to the 
Solicitor so that a definite ruling may be 
made _ thereon. 


WHAT NEXT? 


We have heard a lot of stories about 
unusual mailing lists or requests for 
them . but this one stumps the ex 
perts. Herbert Odza of Dunhill In 
ternational List Co., Inc. 565 Fifth 
Ave., New York 17, N.Y., received 
the following inquiry recently: 

Gentlemen: 


I would like to know if it would be pos 
sible for you to furnish me with a list of 
all the families in Milwaukee and West Allis, 
Wisconsin whose first child has been born by 
Caesarian section. I would like if possible to 
have these names every week about two weeks 
after the child has been born and only wher- 
it is the first child and no other children aré 
in the family. 

Please let me know if such a list is avail 


able and what the cost would be. Also please 


send information on what types of lists are 
available and costs. 
Yours truly 
(Name withheld) 


Herb couldn’t fill the order. 

Incidentally, the Research Commit 
tee of the Direct Mail Advertising As 
sociation, under the chairmanship of 
Lewis Kleid, has issued its third 1953 
project report. This one is a 49-page 
analysis of mailing lists; how to think 
about them, how to build, buy or rent 
them; how to handle them; how to 
keep them up to date. 

It is one of the best jobs ever done 
on this important subject. The pro 
ject was handled by Maxwell Ross, 
formerly with Look and now with 





5 Sam aR an AR BIE SS 
feed a man the 
same dish... 


—night after night and he'll soon get 
tired of it. In direct mail, too, variety 
gets attention . . . maintains interest! 
You can prove this easily by testing 
Return-A-Card against your present mail- 
ing. You'll find the pre-addressed, 
“built-in” reply card makes it easier to 
reply —gets better results —costs 

less per response. Write for your FREE 
Promotion Folder showing many 
applications of this direct mail format to 
sales and merchandising problems. 


REPLY CARD IS 
ATTACHED TO THE 
LETTERHEAD! 


SALES LETTERS 


Se ¢etcrd 2a 7s & 


250 W. 49th St., New York 19, 
Telephone Circle 6-0843 


better 
production 
brings 

better results 


There’s a best way to pro- 
duce direct mail . 


MASA members study the 
best, most effective, ways 
of production; support re- 
search and fact finding; 
share knowledge of im- 
proved methods. Their ob- 
ject is better results for you. 
When you try to “save” 
money with “cheap” pro- 
duction you tamper with re- 
sults. To check the effective- 
ness of your production 
source . . . Always say, 
“Are you MASA?” 


YOUR BEST SOURCE for: Creative di- 
rect mail campaigns, multigraphing, 
mimeographing, offset and letterpress 
printing, bindery, mailing service, mai!- 
ing lists, etc. information about post- 
al regulations and better direct mail 
results. 
For names of MASA 
members nearest you, write 


Mail Advertising 


Service Association 
18652 Fairfield Avenue 
Detroit 21, Michigan 





‘AD: VERBS * 


the verb: To sell 


the object: YOUR product—or 


service 


the odverbs: NOW*, MORE*, WELL*, 
UNQUALIFIEDLY*, CERTAINLY* 
. . » POSITIVELY*. 


the sentence: SELL YOuR 
PRODUCT WITH THE 
RIGHT “‘AD"’-VERBS*. 


Qualify your advertising with 
the right “od verbs. From con- 
ception through results we'll 
help make your advertising 
qualify . just os we've helped 
others. 


Call on us for counsel... 
for copy...for art... for 
production . . . for results. 


*An adverb qualifies a verb 


ROWLAND BRANODWEIN . 
‘ : . 

143 E. 35th St. (EZ? 

C Tdooriesing 


New York 16, N. Y. 
MUrray Hill 9-4456 














Where May | Buy 
Your Product? 


How will it benefit me? If you're 
selling a specialty product, folks 
who answer your ads should re 
ceive complete and convincing an- 
swers to the foregoing questions 
Letters and folders written for my 
clients make it easy for the con 
sumer to buy. Free folder explains 
successful technique used here 
Write for your copy now 


EDWARD W. OSANN 
Creative Letters and Advertising Literature 
Since 1910 


Member 
Direct Mail Advertising Association 


175-35 88th Ave., Jamaica 32, N. Y. 
REpublic 9-2244 
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Elli dKosss 


You Can Always Count 
on the 


INDUSTRIAL LIST BUREAU 
45 Astor Place, New York 3, N. Y. 


“ADAGE MAILERS” PAY! 
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New! Effective! 
Lew Cost! 
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Old American Insurance Co., Kansas 
City, assisted by members of the Na 
tional Council of Mailing List. Brok 
ers. 

Members of the Association receiv 
ed their copies free of charge. Price 
for non members is $5 per copy 
from Association headquarters. 


THE POSTAL 
SITUATION 


With threatening clouds of postal 
rate raises on the horizon, many of 
you may want to write to your rep 
resentatives in Congress. So here is 
a listing of the members of the Post 
Office and Civil Service Committees 
in both the Senate and the House. Use 
this list as a guide in making contacts. 


SENATE POST OFFICE AND CIVIL 

SERVICE COMMITTEE 

Republicans 

Frank Carlson, Chairman, Kansas 

James H. Duff, Pa 

William E. Jenner, Indiana 

John Sherman Cooper, K 

Dwight Griswold, Nebraska 

William A. Purtell, Conn 


Democrats 
Olin D. Johnston, So. Car 
Matthew M. Neely, W. Va 
John O. Pastore, R. I 
Mike Monroney, Okla 
Price Daniel, Texas 
iddress mail to: Senate Ojfice Building, 
Washington 25, D.C.) 


HOUSE POST OFFICE AND CIVIL 

SERVICE COMMITTEE 

Republicans: 

Edward H. Rees, Chairman, Kansas 

Harold C. Hagen, Minneapolis 

Rebt. |. Corbett, Pa. 

Katherine St. George, New York 

Gardner R. Withrow, Wisconsin 

H. R. Gross, lowa 

Cecil M. Harden, Indiana 

William C. Cole, Missouri 

Albert W. Cretella, Conn 

Charles S. Gubser, Calif 

Edward J. Bonin, Pa 

Joel T. Broyhill, Va. 

Oliver P. Bolton, Ohio 

Frazier Reams, Ohio 


Democrats 

Tom Murray, Tennessee 

James H. Morrison, La 

James C. Davis, Ga 

Geo. M. Rhodes, Pa 

John Lesinski, Jr., Mich 

John Jarman, Okla 

Harley O. Staggers, W. Va 

Garrett L. Withers, Ky. 

John Dowdy, Texas 

Edward P. Boland, Mass 

Hiugh Q. Alexander, No. Car 
(Address mail to: House Office Building, 

Washington 25, D.C.) 


No one can be sure of what is going 
to happen. The Carlson Committee 
in the Senate seems determined to 
make a study of the entire Post Office 
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before any rates are changed. That 1s 
sound. 

But the Postmaster General is ask 
ing tor a “temporary” rate increase 
across the board. Many of us feel that 
such a method of fixing rates is arbi 
trary, unwise and unworkable. 

Rumors are confusing about com 
promises. Five cents first class postage 
one day ... four cents the next. Three 
cent local rate. Two cent minimum on 
third class bulk. But it is very doubt 
ful if the Bill introduced by Congress 
man Rees on July Ist can go thru 
Committee, hearings held and law 
passed before present session of Con 
gress adjourns in mid-summer. 

We will keep our fingers crossed 
and not become too alarmed until 
something more definite is in the 
wind. It won't do any harm for you 
to write your Congressman and tell 
him what you think of increases at 
a time when economy is expected. 


A NEW LOW 
IN DIRECT MAIL 


We have just received from an in 
dignant subscriber, a third class en 
velope mailed from New York to an 
Indiana address. On the left side of 
the envelope is a printed, simulated 
handwritten message reading: “Today 
is the most important day in your life 

for here is a personal message to 
you from The Master.” 

Inside is a typical mail order type 
letter with a handwritten message 
above the “Dear Friend.” This mes 
sage reads: “Read this very carefully 

because today can be the most 
important day in your life! The Mas 
ter.” The letter offers a book, Pray 
for More and a premium of a mira- 
culous medal. The letter is signed 
“Your Sincere Friend, The Master.” 

Slanted across the bottom of the 
letter is another printed, hand simu 
lated message: “If you do not believe 
in God, please give this important 
message to a friend or neighbor who 
does, otherwise . . . send in your 
yellow reservation card at once so that 
I can rush Pray for More and my gift 
to you of your guaranteed genuine 
miraculous medal to always wear next 
to your heart!” Signed again “The 
Master.” 

A return envelope was 
also a return order form. The order 
form, in addition to the usual, custom 
ary type-set copy, had two additional 
handwritten messages wedged in at 
the top and bottom. Both were signed 
“The Master.” 

We agree with the sentiments ex 
pressed by our Indiana subscriber— 
“Here is a new low in direct mail.” 
Irrespective of the worth of the book 


enclosed, 


THE REPORTER 





offered, it is in extremely bad taste 
to give the impression that this mail 
ing piece may have come from the 
Almighty. 

This sort of stuff makes direct mail 
look silly. 


ANOTHER 
BONER 


A Midwestern mail order specialist 
recently mailed a special piece describ 
ing his expert services. Recipients had 
to pay I¢ postage due, which riled 
them considerably. The sender had 
used a 2 ¢ stamp on each piece. The 
format really entitled him to the third 
class non-bulk rate. But in order to 
be smart, he had imprinted in big 
red letters, opposite the stamp, the 
words “First Class.” The post office 
clerks followed his directions and add 
ed the 1¢ postage due. It doesn’t pay 
to be too smart. 

While we are on the subject of mis 
takes in postage ... if you mail a 
large envelope (the so-called flats) by 
first class mail, be sure to stamp pro 
minently on the envelope “First Class 
Mail.” To be safe, stamp it on both 
front and back. The Reporter itself had 
a sad experience on this point a short 
time ago. Our mailing clerk forgot to 
rubber stamp an important large en 
velope going by first class air mail. 
The envelope got mixed up in other 
flats going third class and arrived 
about 10 days late. It was our fault 
because we should make it easy for 
the postal clerks to determine which 
flats are first and which are third. 


SPRING CLEANING 


Here’s a letter that promoted a 
“Clean Up Day” in January with 
tremendous results. 

The idea was originated by John 
D. Kluttz, executive vice-president of 
Johnson Motor Lines in an effort to 
get terminal managers to clean out 
the cluttering papers from their desks. 

Across the top of an 846” x 11” let- 
ter was a reprint of a Little Orphan 
Annie cartoon in which Mr. Sims lauds 
new employee throwing 
away “Symbols of Stagnation”—fad- 
ed, yellow, moldy old rubbish that 
should have hit the wastebasket years 
ago. : 

John’s terminal man- 
agers under the reproduction read: 


“Gibs” for 


message to 


“LET'S MAKE JANUARY 31, 1953 
CLEAN UP DAY’” 
In the above picture from the comic strip 
by Harold Gray is shown a visualization of 


JULY, 1953 


what happens to many of us who accumu- 
late in our desks a lot of papers that actual- 
ly are “Symbols of Stagnation.” 

In the General Office and in every Ter- 
minal and Sales Office, let's make January 
3ist a “Clean Up Day” whereby everyone 
who sits at a desk will take everything out 
of his desk... stack it on top... go through 
each drawer and physically clean the dirt 
from it... then take each paper on the top 
of the desk and determine if it should go 
into a permanent place in our files... of 
back in the desk... or be thrown away. 


Let's don’t put anything back into the 
desk drawers without assigning a spot for 
it, where it may be used. Most desks have 
a large drawer in them where a file backer 
can be set up for the subjects you want 
to keep before you. Try using this. If you 
don't have the large drawer, vou can use a 
similar method with the smaller drawers. 

Let's start 1953 right... by planning these 
small things. I've cleaned out my desk.” 


John reports that he received letters 
from 18 terminal managers, 35. sales- 
men, and members of Johnson’s gen- 
eral staff supporting the idea. Even 
Mr. Kluttz himself admits he found 
things stacked away in his desk that 
should have been in the files. 

It’s a good idea. Excuse us while 
we go through the old “Short Notes” 
drawer. 


ANOTHER 
DIRECT MAIL “DAY” 


Anne Smith of Fair Mail Service, 
417 Cleveland Ave., Plainfield, N. J., 
thought her area should have a direct 
mail day but there was no club to 
sponsor it. So she and her co-workers 
in the company sponsored a “day” of 
their own. 

Invited their customers and pros 
pects to a dinner at the Park Hotel 
on May 25. Three speakers highlight 
ed the program: John K. Lord of the 
Direct Mail Advertising Association, 
George Dugdale of the Drumcliff 
Company, Towson, Maryland, and F. 
P. Walther of F. P. Walther and As 
sociates, Boston. 

Following the speaking program, 
the 225 guests present split up into 
group discussions covering retail, in 
dustrial, service, etc. problems. 

The Mayor and Postmaster of Plain 
field also made short talks. 

According to all reports it was a 
successful affair and those who attend 
ed were calling for more such meet 
ings. All of which goes to show 
if you can’t have a direct mail day in 
your own locality, backed by an or 
ganized ad club, some live wire pro 
ducer can put on a helpful and in- 
spiring performance. 





JUST MADE FOR 
Direct Mak 


Record your Mail Order in- 
quiries twice as fast. All you 


need is a typewriter and 


CARBO-SNAP. CARBO-SNAP 
will save money and it’s easy 


to use. 


You'll see. Ask for FREE samples 


and the complete story. 


poes your 


Letterhead 


ou SAM- 
—T US SEND Y 

PLES FROM OUR ——_ 
OF FAMOUS LETTERHEAD 


to Compare! 


Often the only representative of your business or 
service is your salesman or your letter. You are 
judged by them. Wouldn't you like to see how 
your letterhead “stacks up’ against those in our 
new Portfolio containing samples from our “Li- 
brery of Famous Letterheads’? 

There is no charge for this Portfolio and no 
obligation. We'd like to send you a copy to get 
acquainted with you and to have you see .or 
yourself what Peerless is doing for letterhead buy - 
ers from coast to coast. The samples will give you 
an idea of what we might be doing for you. You 
may feel it is easier to buy locally We know that 
to get your business we will have to save you 
money —or give you a better letterhead—— or both 
Send for the portfolio, now. When you get it 
you'll be able to decide if your present design 
needs a complete overhauling; minor changes, or 
is plenty good enough to keep using. The Port- 
folio is yours fe compare by writing on your regu- 
lar business letterhead 


LLINO!IS 


PEERLESS LITHOGRAPHING COMPANY 
4 CHICAGO 39 


301 DIVERSEY AVE 


MAKE ‘EM LAUGH! 


Friendly prospects buy quicker. Make 
yours laugh with the “Let's Have Better 
Mottoes” monthly mailings. Unusua! 

effective — economical — exclusive. Write 
for details on your business letterhead 

FREDERICK E. GYMER 

2125 €. 9th Sr. Cleveland 15, Ohio « 
SSSCSSSSSSCSSSESSCSCCESCOSSECE 


SALES LETTERS 


Letters with “instantaneous appeal,” that 
beckon to be read, that impei and sell. 
One series 26 years old. Send for circu- 
lar “"R”. Please write on letterhead 


“Chat Fellow Bott’ 


Leo P. Bott, Jr., 64 E. Jackson, Chicego 














his is to 


on the envelope in which this is contained 


4} you ignore this demand you may 





C Coxiiitcnte, off Bemsagaa S 


ertify that the undersigned 
at the tequest of the creditor named below, deposited this Statement of Demand, postage 
prepaid, naa "United tates Post Office addressed to the person whose mame abpeaws 


TOTAL RETAIL VALUE BEFORE SUIT 2.00 


4 further eartify that the amount above stated is dus because the person named failed 
to pay the wholesale price promptly in accordance with the tevms of the invoies 


IN TESTIMONY WHEREOFP, 9 fave hereunto subscribed my name 


tO THE NAMED DEBTOR 


A demand for the payment of money duz is a prerequisite for the institution of a law 
suit. This is such a demand and certification thereof 


4 be summoned to Court and forced to pay extra 
Court costs. No further notice wil’ be sant 


on the twenty-ninth day of May, 1953, 


Kia Exby 


WELCOME GREETING CARD CO. 
368 Plane Street 
Newark 2. N. J 








Arrogant “demands” such as this (shrouded in phony legal format) are used as 
collection follow-ups for unordered merchandise. A stiff legal barrier against mailing un- 


ordered merchandise is in “order” here. 


HIGH-PRESSURE 
SELLING 


The purveyors of unordered mer 
chandise are using all sorts of me 
thods to capitalize on their prospects’ 
ignorance of the law. The case report 
ed here is the worst yet. We are re 
producing the “Certificate of Demand” 
(original size 744.x8 inches, printed 
on safety paper) received by a young 
lady, who about four years ago bought 
some Christmas cards from the firm 
in question for resale by a club. 

Her name was added to “the list.” 
At intervals she has received unorder 
ed boxes of sample cards. Three times 
she has ordered. The last lot of un 
ordered cards arrived many months 
ago and was misplaced. Then this 
arrogant “Certificate of Demand” 
with all its legal doubletalk arrived 
It infuriated the recipient and she ap 
pealed to The Reporter. Our advice 
to her ignore it. 

The folks who send unordered mer 
chandise haven't a legal leg to stand 
on. They have no right to put the 
recipients to the trouble of returning 


the merchandise or to the expense of 
paying for something they do not 
want. 

We hope that some day there will 
be a definite legal barrier preventing 
the mailing of unordered merchandise. 
The practice is a blot,on all direct 
mail selling. 


SHOWMANSHIP 


Booksellers are naturally flooded 
with a lot of mail . . . announcements 
from all the publishers of new books. 
A lot of this material is pretty dry... 
most follows a pattern of over-enthu 
siasm. 

An unusual piece which hit book 
sellers’ desks recently caught and held 
their eye immediately. It was pro- 
duced by George Collins, sales promo 
tion manager of the Book Depart 
ment of Popular Mechanics Magazine, 
200 East Ontario Street, Chicago 11, 
Illinois. It was designed to promote 
“Mr. Wizard's Science Secrets,” which 
has become a runaway best seller. 

The 84x5% inch folder is hard 
to describe, but it is a fairly simple 


die-cut arrangement with a turning 
wheel. Cover sketch shows a young 
ster looking at a television set. When 
wheel is turned, the picture or tube 
changes to show the popular Mr. Wi 
zard working his experiments. The 
copy promoting the book appears on 
the outer rim of the wheel, and that 
is the only selling copy in the entire 
piece. 

It is a good example to add to 
the showmanship records. (Surprising 
ly, the production and mailing costs 
were only $60M.) If you would like 
to get a sample for your idea file, 
write to George Collins. 


POOR STRATEGY 


Flavel Shurtleff, 1120 Wilson Ave., 
Peoria 4, Illinois, sent us a letter which 
he has added to a collection titled “Let 
ters I'm Sure Glad I Didn’t Write.” 
The letter reproduced below was sent, 
according to F. S., to everyone who 
registered for prizes at the Gipps Com 
pany booth in a local sports show. 
There was an attendance of approx 
imately 10,000 . . . so 9,998 Peoria peo 
ple must have received a shock after 
they got past the headline of this 
thoughtless follow-up letter. 

YOU'RE A WINNER 


As a registrant at the 
poration booth at the recent Peoria Outdoor 
Sports Show, you are undoubtedly 
know the names of the winners of the grand 


Gipps Brewing Cor 


curious to 


prizes 

Winner « of the first prize, a Johnson Out 
board Motor was Mrs. Harriet Thornton, 1309 
Center, Pekin, Illinois 

Winner of the second prize, a set of Wil 
son Golf Clubs, was Mr. Jessie Hern, 206 
Harriett, Pekin, Illinois 

We are sorry, indeed, that you too, were 
not a winner of one of the grand prizes, but 
you are always a winner when you enjoy de 
licious, light and mellow Gipps Amberlin 
Beer. By presenting this letter to your favorite 
Gipps Dealer, you will be allowed a 25¢ 
credit on a case of Gipps Amberlin Beer 

Please accept our thanks for the interest 
you took in our sports show exhibit and in 
our product. 

Very truly yours, 
GIPPS BREWING CORPORATION 


(signed ) S. V. CAIN, President 


NEW HELP 
FOR RETAILERS 


Clyde Bedell, who was a fellow lec- 
turer with this reporter at Emory Uni- 


versity Advertising Institute, promised 
to send us a copy of his new manual, 
“Your Advertising . . . is profit- 
making force or the usual money- 
wasting, opportunity-wasting farce?” 
The postman staggered in under the 
weight of this 320-page, 12x14% inch 
masterpiece of analyses. It is produced 
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in offset by Clyde Bedell, Inc., Park 
Ridge, Illinois. 

In it, Clyde has put together all the 
ideas he has been talking about on 
the platform or in sales training cli 
nics about retail store space advertis- 
ing. There are hundreds of illustrations 
of good and bad advertising. Accom- 
panying each reproduction is a down 
to-earth analysis of why it was good 
or why it was bad. 

The manual is priced at $10 and 
should be worth it to anyone in the 
retail field. 

Many of the principles can be or 
should be applied to direct mail. 


PERFECT 
PERSONALIZING 


Orville Reed, Howell, Michigan sent 
us a sample of his latest form letter 
which is just about perfect as an at- 
tention-getter. 

In the place usually occupied by 
name, address and salutation, our own 
picture (trimmed with pinking shears) 
was pasted to the letterhead. (He had 
been saving clips of prospects’ pictures 
for months.) 

Under the picture, this letter 
reproduced because it contains worth- 
while information. 


Nothing interests people like themselves . . 
their own ideas, their own wants, desires, 
prejudices. 

This is just another form letter. Yet, you 
are reading it. Why? Could it be because 
your eye was attracted by your picture 
above? Being human, you are interested in 
YOU ... It’s human nature. 


Good direct mail is like that... it is 
written with the knowledge that a prospect's 
first interest is HIMSELF, or HERSELF. 


It presents a product or a service in terms 
of the prospect's interests. 


It holds out a promise to make the reader 
wealthier, wiser, prettier or more comfortabl 
or secure—to give the prospect more leisure, 
or to lessen his work or give him a chuckle 
to brighten his day 


How about the direct mail you use to 
sell your product or service? Does it appeal 
to the SELF INTEREST of your prospects? 
Or does it attempt to cram sales points into 
a prospect's mind, or brag and make hard- 
to-believe claims, and talk mostly about how 
RIG your company is, how LONG you've 
been in business, how GRAND your pro- 
duct or service is. 

After you've taken an analytical look at 
your direct mail program keeping in mind 
the things said above, perhaps you'd like 
some evidence that I can give your direct 
mail copy that “certain something” that turns 
cold prospects into warm buyers. 


Cordially yours, 


(Signed) Orville E. Reed 


JULY, 1953 


My Mail Order Day 


By Jared Abbeon 


Reporter's Note: Here's the second edition of thoughts and comments from the daily diary 
of an average, medium-sized mail order operator. First column of “My Mail Order Day” 
kicked off here last month. Although the author wishes to remain anonymous . . . we'll 
make this a regular Reporter feature if it’s well received. Jared is interested in your own 
reaction to a mail order day . . . so write to him in care of The Reporter, 224 Seventh 
Street, Garden City, N. Y. 


Made a mailing to a “recently cleaned” list of supposedly “active” Mail 
Order Houses; 132 were returned marked “OUT OF BUSINESS,” etc. The 
next time somebody whispers to you the Siren Song of “Why don’t you quit 
working for slave wages and go into the highly profitable mail order business” 
— just remember our 132 friends and their dashed hopes, or as our barber says, 
“WHO'S NEXT?” 

* 

Our publicity releases seem to be hitting their mark fairly well. We are 
averaging from one to three releases published per day in Consumer and In 
dustrial magazines, bringing in quite a volume of inquiries and a few orders. 
Don’t let anybody tell you Editors only print blurbs for their “pet advertisers,” 
or that you have to “know somebody,” or that you “have to see the guy in 
person. 

If you can prove to an Editor that your product is interesting — is new 
and that his readers will want to hear about same, he will be ylad to publish 
your release as sent to him in a well-written letter. This “only for advertisers” 
propaganda is mostly put out by space salesmen and disgruntled space hounds 
who try to peddle weary information on third-rate products. 

a 

Speaking of “paid advertising” — most of the Mail Order Houses had a 
sad, sad Spring. Typical is the quotation from one of the approximately 135 
mail order house customers of our wholesale department, “I have been twenty 
years in this business and I have seen them come and go. This Spring ran 35% 
under ‘expectations’ on a $10,000 budget.” 

* 

We, ourselves, were averaging 50 orders per ad in August and the same ad 
on the same item pulled an average of 12 orders per insertion in March-April, 
scattered over approximately 20 first-line magazines. 

A lot of the boys are yelling “Head for the hills, the dam’s busted,” but 
this always reminds us of Thurber’s story of how a whole town did head for 
the hills at two o’clock one morning because some idiot did cry panic “the dam's 
busted” — up and down the main street, and it was only some time later that 
somebody remembered that there was no dam anywhere near that city. 

o 

We clos: the column this issue on a somber note: The Post Office is seek 
ing rate increases. We do not know what course others may take, but we do 
know that we may not be able to weather another increase. 

That last raise from 1¢ to 1144¢ on 3rd Class Mail meant that 90% of 
our mailing lists of approximately 2,000,000 names dipped below the break 
even point. Another 1¢ raise will mean that 90°. of our remaining names 
will also go down the drain, leaving us with insufficient prospect lists for pro 
ducing the volume of business that we need to continue along our present lines 
of operation. Our own customers’ list will still continue to pull enough business 
on previously tested items to keep us afloat for some time; but without constant 
infusion of new blood (which can only be procured by mass mailings and test 
ings to lower grade lists) our customers’ list will eventually wither on the vine. 

Reminds us of the old story of the grocer by the name of August Hoch- 
fleish, who had the misfortune to have an A & P Super Market open directly 
across the street on July Ist, and who, by August Ist, knew that he was licked 
and put a sign up in his window “GOING OUT GF BUSINESS — THE 
FIRST OF SEPTEMBER WILL BE THE LAST OF AUGUST.” 

And so, as we close the column this month we leave our hero hanging on 
the edge of the Postal Rates Cliff by his fingertips and you will have to read 
THE REPORTER next month to find out if a benign Congress pulled him up 
to dry ground or if those blankety-blank people in Washington gave him a 
swift kick in the teeth by way of encouragement on his downward flight. 





Personalities In The News 


Department of 
University has 
been definitely discontinued. Dick 
Joe May Reporter cover profile has 
accepted a full professorship at the 
School of Florida State 
University, Tallahassee. He'll continue 
his good work there . . . Orto F. Mey- 
eR, Wall Street Journal was elected to 
a third term as President of the N. Y. 
Mail Advertising Club during a re 
cent election dinner. Witrrip S. Rowe, 
Sterling National Bank and Trust 
Company of New York, was re-elected 
Vice-President (See Wilfrid’s amusing 
story on Page 20)... N. Y. Mail Ad 
vertising Service Association’s June 9th 
meeting included election of W.G. 
Fiscner, Reuben H. Donnelley Corp., 
1953.54 
year .. . After 30 years of service with 
Fisher Stevens Service, Inc. (mailing 
house specializing in medical profes 


As predicted, the 
Journalism at Emory 


Journalism, 


as President for the Club’s 


sion), Harotp C. Baker is retiring. 
The former Vice-President of the com 
pany will continue as a sales consult 
ant. 

Frocks, Inc., Cincinnati, 
copped the first Phil Gordon Public 
Relations Memorial Award presented 
by the National Association of Direct 
Selling Companies at their recent Chi 
cago convention. F.F.’s was the best 


Fashion 


public relations program to be execut 
ed among 14! direct-selling contestants. 
Pictured here during the award cere 
monies are (left to right) James Jac 
oss, Sales Promotion Director. Joun 
[- Rosinson Public 
or; Puitie M. Meyers, President of 
Fashion Frocks, Inc: and Pamir As- 
RAMS, representing the Phil Gordon 
Advertising Agency, Chicago. 

Fart J. Laswortu, who formerly 
headed the “dm. program for Auto 
matic Electric Company, Chicago, is 
now Advertising Manager for Pfaelzer 
Brothers, Inc., same city. Pfaelzer is a 
national purveyor of meat, poultry and 
food specialties. Earl's new job will be 
directing an extensive d.m. program 
to restaurants, hotels, clubs, etc 
Wittram DesmMonp Ryan, president 
of Mail Ad Company, Beverly Hills, 
California, reports that his company 
has moved again—making twice in 
one year the company has expanded 


ome 
Relations Direct 


to larger quarters. New address at 469 
South Robertson Boulevard is replete 
with fish aquarium, etched wood re 
ception room, etc. Also expanded to 
twelve Robotypers. Bill’s really going 
to town—in true movie-town fashion 

.. WiLtiamM C, Sproutt, Advertising 





Director of Bur 
roughs Adding Ma 
chine Corporation, 
was elected Presi 
dent of National 
Industrial Advertis 

ers Association at 

their bang-up Pitts 
Sproull burgh Convention 
(June 26th. We'll 
full picture report of the convention 
itself next month). . .Paut MurtauGu, 
formerly of Moody’s Investors Service 


Group 


22nd to have a 


and now with Distributors 
(mutual funds) has been elected Presi 
dent of the Hundred Million Club in 
New York. He'll serve for the 1953-54 
season. 

An old friend and former student 
of this reporter, James F. Kane, is di 
rector of the newly -tormed Catholic 
Newspaper Representatives, 141 East 
44th Street, New York 17, N.Y. He’s 
former Executive Secretary of the 
Catholic Press Association. The new 
organization will represent publishers 
in Catholic markets Peoix Wor- 
sky of Martin Advertising Agency, 15 
East 40th Street, New York 16, N.Y. 
is celebrating the 30th Anniversary of 


Jacobs Robinson 


the agency which has been under the 
same management since 1923. Happy 
birthday, Felix! 

Sorry to hear of the sudden death 
on June 4 of an old friend, Larry 
Nixon, director of public relations for 
Hewitt, Ogilvy, Benson and Mather. 
le was an enthusiastic person and was 
always very friendly to direct mail 

Also sorry to hear that THomas 
Stewart, Manager of Direct Mail 
Sales at Publishing 
Company, died of a heart attack on 
June 24th. Tom was a member of the 
New York 100 Million Club and a 
wondertul direct mail booster. 

At the 49th Annual AFA Conven 


tion in Cleveland last month Mar- 
me 


Crowell Collier 


GareET Divver was given top honors 
as 1953 “Advertising Woman of the 
Year.” She was chosen for her out 
standing work in advertising as Ad 
vertising Manager of John Hancock 
Mutual Life Insurance Company, Bos 
ton. Margaret joined Hancock twenty 
five years ago and became Advertising 
Manager in 1948 United States 
Printing and Lithograph Company 
President W, H. Watters was re-elect 
ed President of the Lithographers Na 
tional Association at their convention 
in Chicago last month Howarb 
S. Mark, Advertising Manager of The 
Robert Simpson Company, Ltd., Tor 
onto, and Canadian Vice-President of 
DMAA, was chosen as one of the five 
judges in Provincial Paper Ltd. Can 
adian Direct Mail Leaders Contest 
(See Short Note on page 5)... and 
DMAA award winner Davin SrIncer 
of Catalog Planning Company has 
moved to 101 West 55th Street, New 
York, N. Y. 

Hartan Wuitman, former Ad Man 
ager, has been made Assistant to Gen 
eral Sales Manager of Curtis 1000 En 
velope Manufacturers, Hartford, Conn. 
A hard worker gets a_ well-deserved 





boost upw ard. 


Meyers Abrams 
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MURALS 
BY MAIL 


A good mail order idea recently came 
out of California . and the business 
seems to be booming. It should. 

Up to this time, large sized photo 
graphic murals tor home or office walls 
have been hard to find and too 
expensive for most purses. 

But now you can get mammoth Cal 
ifornia scenes which do wonders to a 
drab office (or seemingly double the 
size of an apartment room) for $39.50. 
That’s the mail-offered price of each 
scene, measuring 180 x 90 inches (or 
15 feet long by 7% feet deep). Fin- 
ishes: black and white, sepia or blue. 
The selected murals are shipped in six 
60 x 45 inch panels which can be ap- 
plied (in whole or part) to any wall 
by a paper hanger or fairly skilled 
amateur. 

Also being offered . . . smaller sized 
scenes called Muralettes (60 x 40 
inches) in full color. Only $25 each. 
Beautiful! 

Process employed in production re 
sembles lithography (on close exam 
ination). The paper is treated so that 
it can be washed. 

Although Calif 
understand that distribution 


manufactured in 
ornia, we 
by mail order is controlled exclusively 
by our friend David Margulies of Da 
mar Products, Inc., 233 Frelinghuysen 
Ave., Newark, N. J. (See Reporter for 
January, 1953, page 14, for story on 
his operations. ) 

Dave will promote the item by mail 
also share with 
other mail order operators on a drop 
shipment basis. Get details and good 


for Damar, but will 


Dave Margulies’ Damar Products, Inc., 233 Frelinghuysen Ave., Newark, N. J., is 


the exlusive distributor of these new and beautiful photo murals . 


in California as a new mail order item. 


illustrated explanatory folder from him. 

This reporter redecorated a room in 
the apartment with one of the murals. 
It certainly creates a lot of conversation. 


GOOD TIMING 


We liked the form letter mailed by 
Gratian J. Meyer of General Office 
Service, Inc., 527 Sixth St, N. W., 
Washington, D. C. It was written, 
produced and in the mail within 24 
hours after the first press release an 
nouncing the freeing of William Oatis. 

The first half of the letter was pro 
duced with red ribbon and read as 
follows: 

Never underestimate 

the power of a letter! 
Recent 


reason why William Oatis was released from 


newspaper reports said that one 


his Communist prison in Czechoslovakia, was 


due to a letter written by his wife and ad 


. recently produced 


dressed to the late President Gottwald of 


that country 


quoted Mrs 
Oatis as being an advertising woman and 


A further newspaper article 


that her letter was carefully planned and re 
written many times before she mailed it 


No doubt about it, the letter must have 
had SOME effect upon its hard-boiled, ruth 
less recipient behind the Iron Curtain! 


Congratulations must be in order to good 
letter-writing to the 
and to American advertising. 


power of a letter 


Second half of the letter was with 
black ribbon and, naturally, the pitch 
was in praise of the letters which sell 
merchandise and how Mr. Meyer's 
organization can help in the prepara 
tion of result-getting appeals. 

There was an additional punch in 
the timing because, shortly after the 
form letter hit recipients’ desks, Presi 
dent Eisenhower released a news state 
ment that it was his letter to the 





Make the Most of Your Direct Mail Opportunities! 


MADDERN recommended prospect 
lists of DIRECT MAIL and MAIL 
ORDER buyers cost no more than 


44,000 


186,000 


equipment by mail. 


toys, etc. 


industrial firms who bought maintenance 


buyers of better class gifts, housewares, 


IF you have a list of 5000 or more 
names, and you want it to collect 
gold-dusit instead of dust, let us 
rent it for you. You don’t sell 


ordinary lists, yet they are produc- 
ing record-breaking results for 
others, and they can do the same for 
YOU. Here are only a few examples... 


witta MADDERN, Inc. 


215 Fourth Ave., New York 3, N. Y. 


170,000 buyers of a book on retirement. 

100,000 buyers of travel books. 

180,000 buyers of a high cost dictionary. 

900,000 women interested in sewing tricks. 

470,000 active contributors to a wildlife conserva- 
tion fund. 


your list, in fact it never leaves 
your premises. You simply collect a sub- 
stantial royalty for each use. 


Witta MADDERN, Inc. 


215 Fourth Ave., New York 3, N. Y. 


Without obligation, send us complete de- 
toils about the profits we can moke from the 
rental of our mailing list to non-competitive 
veers. 








Without obligation, send us complete de- 
toils about more responsive mailing lists. Return this coupon for com- 
plete FREE details about the 
profits you con moke by 
renting your lists to non- 
competitive users. 


Return this coupon 
Nome_ qupuemn = — for complete FREE 
Product or ‘ details cbout more 
Service_ Offer $ responsive prospect Nome 


sts 


Company 
Address 
City 


Compony 
Address 
City 




















WE ARE CHARTER MEMBERS OF THE NATIONAL COUNCIL OF MAILING LIST BROKERS 
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Czech President that 
lease Oatis. 

We understand the Meyer letter 
caused much favorable comment 
around Washington and that it “did 


for General Office Service. 


helped to re 


wonders” 


FRANKNESS IN 
REAL ESTATE 
ADVERTISING 


liked the 


“cooperativeness” of an 


Chis trankness, 
honesty and 
814 x 7 inch mailing card recently is 
sued by our neighbor, Allan Doyle. 
We think the copy is worth reprinting. 
May give real estate agents in other 


reporter 


localities an adaptable idea. 
Heading was in display type: 
SUNDAY IS THE BEST HOUSE 
SELLING DAY OF THE WEEK ... 
Don't Let Anybody, Not Anybody, 
Take Your Property Off The Market 
On Sundays This Summer. 


Here is body copy: 


successtul builders, 
Sunday, the 
Chances are 
Sunday. 


your property 


Take a up trom the 
down on 
NG DAY 
own home on a 
folks you have 
NOT open on Sundays, your 
market, and who 


they never close best 
HOUSE SELI 


bought mu§ 


So when the 


you 


listed with are 


house is off the buyers 


out that day pass you by 
UNLESS, of course, you listed your 
property with us and other brokers who are 
working every SUNDAY 
WORKING FOR YOU 
That's one of the things that this 
active office possible from the beginning, and 


come 


made 


market you need this extra effort 


your property 


in today’s 


to move 
interests of selling 
that 


will 


In the 
1 hope 


your property, 
real estate office in this 
OPEN ON SUNDAYS 


every 
village STAY 
this summer 

that lies around unsold DOESN'T 
OWNER OR THE BROKER ANY 


lower the market 


Property 
DO THE 
GOOD, 


for everyone 


and does tend to 


If it’s and want, list 


your house 


action attention you 
with us and all the other brokers 
ALLAN Your Independent Broker DOYLI 


55 HILTON AVE. (Side Entrance) 
GArden City 7-1563 


COPY THAT STARTS 
YOU THINKING 


“There’s DANGER ahead.” 

“When competition gets tough can 
you move first and fast?” 

That's the lead of some thought-pro 
voking copy on a 544” x81” card 
mailed by Koretz, Ideas and Company 
(advertising), 899 Broad Street, New 
ark 2, New Jersey. 

In face of national and world con 
ditions . . . we think the copy has a 
lot of sisgnificance as a promotional 


piece designed to cultivate future plan 
ning. 

Next to a small line drawing of an 
ostrich with his head in the sand 
there’s a large photo of the same bird 
—head up, striking an alert pose (on 
the address side of the card). The cap 
tion between them in bold type reads: 
“You might as well face it.” 

On the message side (under the lead 
heading above) is the following ex 
cellent copy: 

“It’s coming. Even now many busi 
nessmen are getting ready for it. 
They're looking ahead to the time 
when things will begin to ease off— 
when industrial expansion and other 
construction won't be going great 
guns, when defense spending slows 
and less foreign aid takes the edge off 
demand for goods and services. The 
competitive advantage THEN will go 
to those who take steps NOW to pre 
pare for such a readjustment. 

“One of the Important Things 
You'll Need on YOUR Team—lIs An 
Advertising Agency That Knows How 
To Get PROFITABLE SALES-AC 
TION On a Low Budget.” 

There’s food for thought in that 


copy. Are you planning far enough 
ahead to cope with any situation? 








Pay Off 


and the envelope that car- 


Your mailing 
ries it 


opens that envelope to get at the message 


inside. 


Cupples-Hesse envelopes, employing cus- 
tom embossing and colorful printing, are 
designed to attract attention and arouse 
interest that pull the reader inside. Be- 
cause they help you get more readers, the 
direct mail pay off is bigger when you use 


Cupples-Hesse envelopes. 


Write for samples today. 


CUPPLES-HESSE 


CORPORATION 


4177 N. Kingshighway 
3631 Michigan Avenue 


1485 Keosauqua Way 


pays off only when the reader 


=\ 


e St. Lovis 15, Mo. 
e Detroit 16, Mich. 


Des Moines 14, lowa 

















CLASSIFIED ADVERTISING 





Rates: $1.00 per line—minimum space 3 lines. Help and Situation Wanted Ads—S0c per 
line—minimum space 4 lines. Write The Reporter, 224 Seventh St., Garden City, N. Y. 





ADDRESSING 


HELP WANTED 








OUR LISTS ARE FREE 
Retailers - wholesalers - manufacturers 
Banks - churches - institutions 
We charge only for addressing 
SPEED - ADDRESS KRAUS CO 
48-01 42nd Street 
Long Island City 4, N. Y. 





ADDRESSOGRAPH PLATES 


Speedaumat plates embossed, three- 
line, on genuine Addressograph Alloy. 
$32.50 per thousand complete. Write 
for quantity discount. 

Advertisers Addressing System 
703 North 16th St St. Louis 3, Mo. 





ADVERTISING AGENCIES 


Direct selling mail order adver- 
tisers. Send $1 for rate guide list- 
ing newspapers, magazines suitable 
direct selling mail order advertis- 
ing. Martin Advertising Agency, 
15 E. 40 St., Dept. 33, New York. 


START YOUR MAIL ORDER 
BUSINESS! 
FREE mail order adv. consultation! 
Send $1 for rate list & brochure. G. 
FELDMAN, 1186 B’way, MU 3-419]. 


Mailing List Executive for growing List 
House—Experience in List House pre- 
ferred. Good Salary. Opportunity for 
advancement. Box 31, The Reporter, 


Garden City, New York. 





LISTS 





THREE NEW MAILING LISTS: 13,300 
Small Town General Stores Rated $20,- 
000. $100.00. 16,000 Leading Gift 
Shops. $80.00. 3450 Gift Shops Rated 
$35,000. $29.95. Sold in sections. Price 
includes copy on labels, duplicate on 
sheets. Catalog of 208 other lists. NEW 
OUTLET SURVEYS, 60 E. 42 St., 
N. Y. 17. (Ph. VA 6-4972 - 3) 


10,000 AGRICULTURAL LEADERS 
Complete list of Agriculture Teachers 
in 48 states only $5.00. NATIONAL 
PUBLISHING CO., Auburn, Alabama. 





OFFSET CUTOUTS 


headings, _ illustrations, 
cartoons, symbols, borders, panels, 
holiday art, type fonts, decoration, 
for offset reproduction. Most complete 
service in U. S. Free descriptive book- 
let. A. A. ARCHBOLD, Publisher, 
1209-K S. Lake St., Los Angeles 6, 
Calif. 


Promotional 





OPPORTUNITY 





FOR SALE 


About 10,000 amateur ADULT stamp 
& coin collectors. Brokers welcome. 


Vernon Baker, Elyria, Ohio. 


Auto-typist, standard model. Older 
style, but many good years ahead if in 
city where service is available. Harper 
Engraving, Columbus, Ohio. 


Printer Offers 8% commission on all 
work we receive through your recom- 
mendation. Reliable. Good quality. Let- 
terpress and offset. Box 34, The Re- 
porter, Garden City, N. Y. 


Help for house organ ecitors. ““Whews 
—In The News.” Current release of 
provocative paragraphs free. Newslet- 
ter, Oxford, Wisconsin. 


PHOTOENGRAV EJ CE 


460 W. 34th ST.. N. Y. C. 


JULY 1953 





BUSINESS OPPORTUNITIES 


DIRECT MAIL BUSINESS. 125,000 
PROVEN DIRECT MAIL BUYERS ON 
ELLIOT PLATES, ELLIOT EQUIP- 
MENT, CABINETS, ETC. A real op- 
portunity to start or expand your own 
direct mail business. FACT, INC. 1005 
Olive Street, St. Louis, Missouri. 








Do you believe you know the Direct 
Mail Business? Great opportunity for 
you to head department for company 
with 27 years of remarkable growth. 
You must be able to handle all facets 
of Direct Mail Selling. Denver, Colo- 
rado would be your home. Write — 
give us your qualifications. P. O. Box 


2451—Denver, Colorado. 





POSITION WANTED 


An executive, experienced in Direct 
Mail, Credit, Customer-Relations, Pub- 
licity, Sales and Public Speaking wants 
profitable connection with an aggres- 
sive and successful Firm. Will go any- 
where. Free to Travel. Available Im- 
mediately. 





Background 
Age 45. University education. Protes- 
tant. Author several articles for na- 
tional publication. Teacher of business 
letter writing. Good manager. Speaker. 
Several years in Direct Mail Adver- 
tising. Very successful with Customer- 
Relations Mail Campaigns. Thoroughly 
familiar with Credit, Credit Bureaus, 
Collections. Good Salesman. Solid news- 
paper background. Know Printing In- 
dustry. Have actual working knowledge 
of duplicating mailing and addressing 
equipment. Can plan and direct Mail 
Campaigns. Enjoy Civic Work. Mem- 
ber of Rotary International past 15 
years. 
Reason for availability, selling my busi- 
ness. 
Kind of employment, or title, imma- 
terial as long as job is interesting, chal- 
lenging and provides a five figure an- 
nual income. 
Write THE REPORTER, Box 32, Gar- 
den City, N. Y. 





__ SITUATION WANTED : 
OFFICE SUPERVISOR, national mail 


order house experience, handling cou- 
pons, orders, money; reports, adjust- 
ments, correspondence inquiries, per- 


sonnel; wish N.Y.C. spot. Box 33, The 





Reporter, Garden City, N. Y. 


1872 


LOngacre 4-2640 

















DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 





ADDRESSING 
Creative Mailing Service 460 No. Main St., Freeport, N.Y. 
De Groodt and Associates, Inc 17 East 48th St.. New York 10, N. Y 
Fair Mall Service : .417 Cleveland Ave., Plainfield, NJ. 
National Advertising Service, Inc 2055 N. 17, Kansas City 4, Kansas 
ADDRESSING MACHINES 
Scriptomatic, inc 310 No. lth St., Philadelphia 7, Pa 
Sever & Wallingford ; . 147 West Broadway, New York 13, N.Y. 
ADDRESSING — TRADE 
Shapins Typing Service 68-11 Roosevelt Ave., Woodside, N.Y. 
Star Typing Service 45-21 162nd St., Flushing, New York 
M. Victor 130 Flatbush Ave., Brookiyn 17, N.Y. 
ADVERTISING AGENCIES 
institute of Sales Promotion....13) Lafayette Street, New York 13, N.Y 
The Jay H. Maish Company On Gospel Hill, Marion, Ohio 
Martin Ad Agency (Direct Mail Order) 15 PA. E. 40, New York 16, N.Y 
Arthur Pine Associates 67 West 44th St.. New York 18, N. Y 
Roskam Advertising (Mai! Order) 1430 Grand, Kansas City 6, Mo 
ADVERTISING ART 
Ben Kerns P. ©. Box 812, Greenville, S. C. 
Raymond Lufkin 116 West Clinton Ave., Tenafly, NJ. 
Roskam Advertising (Mail Order). 1430 Grand, Kansas City 6, Mo 
Trapkus Art Studio -««» 349 Tenth St., Moline, Illinois 
AUTOMATIC TYPEWRITERS 
Allen St., Hendersonville, No. Car. 
pI, TYPEWRITING 
Ambassador Letter Service Co........... 11 Stone St., New York 4, N.Y. 
Arrow Letters Corp 307 West 38th St.. New York 18, N.Y 
W. J. Reynolds & Company 109 North Dearborn St., Chicago 2, Illinois 
BINDING 
148 Lafayette Street, New York 13, N.Y. 
BOOKS 
The Art & Technique of Photo Engraving, Horan Engraving Co., N.Y. 1, N.Y 
Art for Reproduction Repro Art Press, 80 Sth Ave., New York 11, N.Y 
BUSINESS CARD SERVICE 
ee 223 Irving Avenue, Brooklyn 37, N. Y. 
270 R Lafayette Street, New York 12, N.Y 


CARTOON ADVERTISING 
Ray Thompson Cartoon Studio Box 134, Wyncote, Pa. 


CATALOG PLANNING 
58 


Robotyper Corp 


Publishers Book Bindery, Inc. 


Bel-Thomas Printing Co 
R. O. H. Hill, Inc 


Park Avenue, New York 16, N. Y. 
150 West 34th St., New York 1, N. Y 


COPYWRITERS (Free Lance) 
E. Jackson Bivd., Chicago, 4, Ill. 
175-35 88th Ave., Jamaica 32, N. Y 
‘First National Bank Bidg., Howell, Michigan 
1430 Grand, Kansas City 6, Mo. 
1120 Wilson Ave., Peoria 4, Illinois 
801-37A Windsor St., Marion, Ohio 
442 East 20th St., New York 9, N.Y. 


DIRECT MAIL AGENCIES 
Rowland Brandwein Aceing . 143 East 35th St., New York 16, N. Y. 
Homer J. Buckley.... - 57 East Jackson Bivd., Chicago 4, Ill. 
Chase and Richardson, Inc 9 East 45th St.. New York 17, N.Y. 
Dickie-Raymond, inc 80 Broad Street, Boston 10, Mass. 
Direct Mail Services 175 Luckie Street, N. W., Atlanta 3, Georgia 
Duffy & Associates, Inc 918 North 4th Street, Milwaukee 2, Wisconsin 
Frederick E. Gymer ..«+.2123 East 9th St., Cleveland 15, Ohio 
Institute of Sales Promotion 131 Lafayette Street, New York 13, N.Y 
Mailograph Co., Inc.. ..39 Water Street, New York 4, N.Y. 
Proper Press Ine. 129 icteyette Soo, New York 13, N.Y. 
Roskam Advertising (Mail Order) 30 Grand, Kansas City 6, Mo 
Sales Letters, Inc 250 West on St., New York 19, N. Y. 
John A. Smith & Staff : ly Beacon St., Boston 8, Mase 
Carl G. Vienot, Inc 134 Summer St., Boston 10, Mass 
Philip J. Wallach Company 220 Fifth Ave., New York 1, N. Y. 


DIRECT MAIL — DEALER HELP 
National Advertising Service, Inc. 2055 N. 17, Kansas City 4, Kansas 


DIRECT MAIL > yg Aer — DEALERS 
The Adamm Company Third Avenue, New York 10, N. Y. 
Mailers’ Equipment Co 40 West 15th St., New York 11, N. Y. 


DIRECT MAIL EQUIPMENT — MANUFACTURERS 
All Purpose Metal Equipment Co 255 Mill Street, Rochester 14, N.Y 
Davidson Corporation 29 Ryerson St., Brooklyn 5, N. Y. 
Felins Tying Machine Co 3351 North 35th St., Milwaukee 15, Wisconsin 
ELLIOTT STENCIL CUTTING 
Clear Cut Duplicating Co 149 Broadway, New York 6, N.Y 
Creative Mailing Service 460 North Main St., Freeport, N.Y. 
Spotts Mailing Corp 2388 University Avenue, St. Paul, Minnesote 


ENVELOPES 
American Envelope Mfg. Corp.. .26 Howard St., New York 13, N.Y. 
The American Paper Products Co East Liverpool, Ohio 
Atlanta Envelope Co., 1700 Northside Drive, P.O. Box 1267, Atlanta 1, Georgia 
Boston Envelope C .397 High $t., Dedham, Mass. 
Columbia Envelope Co. 2015 N. Hawthorne Ave. Poe Park, tll., Chicago Sub. 
Samuel Cupples Envelope Co., Brooklyn 2, N.Y. 
Cupples-Hesse Corp., 4175 N. Kingshighway Blvd. St. Louis 15, Mo. 
Curtis 1000 Incorporated Capito! Ave. & Flower St., Hartford 6, Conn. 
Delta Envelope Co,..1166 Terminal St., P. O. Box 2523, Memphis 2, Tenn. 
Double Envelope Corporation : P. O. Box 658, Roanoke 4, Virginia 
Garden City Envelope Co 3001 North Rockwell St., Chicago 18, III. 
General Envelope Company St., Box 654, Boston 2, Mass. 
The Gray Envelope Mfg. Co., b 55—33rd St. Brooklyn 32, N.Y. 
Herman Grover 230-242 William Street, New York, N. Y. 


Catalog Planning Co 
Cullen Rapp Studios 


leo P. Botr, Jr 
Edwerd W. Osann 
Orville E. Reed 
Roskam Advertising (Mail Order) 
Flavel H. Shurtleff 

Dick Sutherland—Business Ideas 
John Yeargain 


4500 Cortland St., Chicago 39, II! 
501 Park Ave., Minneapolis 15, Minn. 
72 Clarissa Street, Rochester 14, N.Y. 
The Standard Envelope Mfg. ‘Co....1600 East 30th St., Cleveland 14, Ohio 
Tension Envelope Corporation. . ..522 Fifth Avenue, New York 36, N.Y. 
Tension Envelope Corporation, “19th & Campbell Sts., Kansas City 8, Mo. 
Tension Envelope Corporation. ...5001 Southwest Ave., St. Louis 10, Mo. 
Tension Envelope Corporation....123-129 N. Second, Minneapolis 1, Minn 
Tension Envelope Corporation 1912 Grand Ave., Des Moines 14, lowe 
Tension Envelope aera . 5801 Rosedale, Fort Worth 12, Texas 
Transo Envelope Co. 3542 N. Kimball Avenue, Chicago 18, Illinois 
Transo Envelope Co. 22 Monitor St., Jersey City, New Jersey 
United States Envelope Company Springfield 2, Mass. 
The Wolf Envelope Company . . 22nd St., Cleveland 1, Ohio 

ENVELOPE SPECIALTIES 
Columbia Envelope Co. 2015 N. Hawthorne Ave. Melrose Park, |!/., Chicago,Sub. 
Curtis 1000, Inc.. Capito! Avenue and Flower St., Hartford, Conn 
Garden City Envelope Co North Rockwell St. Chicago 18, Ill. 
Hodes-Daniei Co. inc.. 352 Fourth Avenue, New York 10, N. Y. 
Tension Envelope Corporation...19th & Campbell! Sts., Kansas City 8, Mo. 
IMPRINTERS — SALES LITERATURE 
L. P. MacAdams, 301 John St., Bridgeport, Conn. 
Wolfe Imprinting Company. anced 52 Pearl St., Buffalo 2, N.Y. 


Heco Envelope Company 
McGill Paper Products, 
Rochester Envelope Co 


LABEL PASTERS 
Potdevin Machine Company 200 North St., Teterboro, N. J 

9 Murray St., New York 7, N.Y. 
. 130 Flatbush Avenue, Brooklyn 17, N.Y. 


LETTER GADGETS 
45 West 45th St., New York 19, N.Y. 
111 West Jackson Bivd., Chicago 4, Iilinois 
..545 Fifth Avenue, New York 17, N. 


LETTERHEADS 
R. O. H. Hill, Inc.. ; 270 R Lafayette Street, New York 12, N. Y. 
Peerless Lithographing Company 4305 Diversey Ave., Chicago 39, Ill. 
MAIL ADDRESSING STICKERS 
Eureka Specialty Printing Company Scranton, Pennsy!vanie 


MAIL ADVERTISING —— (Lettershops) 

Advertisers Associates, Inc.... 627 Penn Ave., Pittsburgh 22, Pa 
Benart Mail Sales Service, 228 East 45th St. New York 17, N.Y. 
Century Letter Co., ..48 East 21st St., New York 10, N.Y. 

386 Victoria St., Toronto 2, Ont., Can. 
Fair Mail Service 417 Cleveland Ave. Plainfield, N.J. 
The Lemarge Company.. ..417 S. Jefferson St., Chicago 7, II! 
The Letter Shop... 214 Mission St., San Francisco 5, Cal 
Long Island Letter Service .95 Mineola Bivd., Mineola, N.Y 
Mailograph Co., Inc 39 Water St.. New York 4, N.Y. 
Mailways ide St., West. Toronto 1, Ont., Canada 
National Advertising Service, Inc. 2055 N. 17, Kansas City 4, Kansas 
Premier Printing & Letter Service. . 620 Texas Ave., Houston 2, Texas 
The Rylander 216 West Jackson Bivd., Chicago 6, Ill. 
Spotts Mailing Corp. ..2388 University Avenue, St. Paul, Minnesota 
Union County Business Bureau 7 Elm Street, Westfield, New Jersey 
Woodington Mail Adv. Service. 1304 "Arch St., Philadelphia 7, Pa. 


MAILING LISTS—Brokers 

* Archer Mailing List Service 140 West 55th St., New York 19, N.Y 
* George R. Bryant Co. of N. Y., Inc. ..595 Madison Ave., New York 22, N.Y 
* George 8. Bryant Co. 75 East Wacker Drive, Chicago 1, II! 
* Walter Drey, Inc. 333 N. Michigan Avenue, Chicago 1, Hinois 
* Walter Drey, Inc. 157 Federal Street, Boston, Massachusetts 
* Walter Drey, 257 Fourth Ave., New York 10, N.Y. 
* Guild Company ..160 Engle Street, Englewood, New Jersey 
* Lewis Kleid Company ...25 West 45th St., New York 36, N 
* Willa Maddern, Inc. ‘ 215 Fourth Ave., New York 3,N.Y 
Mapleton Service Company ...39? Kings Highway, Brooklyn 23, N.Y. 
* Mosely Mail Ord» List Service , Boston 16, Mass 
* Names Unlimited, 352 Fourth Ave., New York 10, N.Y. 

932 yt yee New York 10, N.Y 
Roskam Advertising (Mail Order). 1430 Grand, Kansas City 6, Mo 
* James E. True Associates LAND 4th Ave., New York 16, N.Y. 

* Members — National Council of Mailing List Brokers 


MAILING oe & Owners 
Allison Mailing Lists. 222 Fulton Street, New York 7, N.Y 
Associated Advertisi ing Service. 613 Willow St., Port Huron, Mich 
Bookbuyers Lists, Inc. .363 Broadway, New York 13, N.Y. 
Boyd's City Dispatch, 114-120 East 23rd St., New York 10, N.Y. 
Catholic Laity Bureau 45 West 45th Street, New York 36, New York 
Creative Mailing Service .460 No. Main St., Freeport, New York 
Walter Drey, Inc. o—n 333 N. Michigan Avenue, Chicago 1, Illinois 
Walter Drey, Inc. 157 Federal Street, Boston, Massachusetts 
Walter Drey, Inc.. _ 257 Fourth Avenue, New York 10, New York 
Drumclif¥ Advertising Service Towson 4, Md 
Dunhill List Company, Inc. 565 Fifth Ave., New York 17, N.Y 
industrial List Bureau...... -«++++45 Astor Place, New York 3, N.Y 
Jewish Statistical Bureau... 320 Broadway, New York 7, N.Y 
The Walter S. Kraus Co. ..48-01 42nd St., Long Island City 4, N.Y 
Mail-Ad Co. 469 So. Robertson Bivd., Beverly Hills, California 
Market Compilation Bureau 11814 Ventura Bivd., N. Hollywood, Calif. 
Montgomery Engineering Company . 8500 - 12 St., Detroit 6, Michigan 
J. R. Monty Turf Fan Lists. ... . 201 East 46th St., New York 17, N.Y 
Official Catholic Directory Lists . 12 Barclay St., New York 8, N.Y. 
W. S. Ponton, Inc. . 50 ‘East 42 Street, New York 17, N.Y. 


MAIL onoeR CONSULTANT 
Whitt Northmore Schultz. .. 115 Old Elm Lane, Glencoe, Iilinois 
aay ‘eamoumr 
Tension Envelope Corporation....19th & Campbell Sts., Kansas City 8, Mo. 


Penny Label Company 
M, Victor - 


Hewig Company 
A. Mitchell -r 
A. August Tiger. . 
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MULTIGRAPH SUPPLIES 
Chicago Ink Ribbon Company 19 So. We 
PAPER MANUFACTURERS 
The Beckett Paper Company 
Fox River Corp 
W. C. Hamilton & Sons 
Hammermi!l! Paper Company 
International Paper Company 
McLaurin-Jones Company 
Mead Sales Co 
Neenah Paper Co 
Nekoosa-Edwards Paper Co 
Rising Paper Company 


"220 East 42nd ‘St. 
810 Public Ledger Bidg 


Port 


PAPER MERCHANTS 


Herman Grover 


.. Appleton, 


Brookfield, Massachusetts 


Housatonic, Massachusetts 


230-242 William St., 


lls St., Chicago 6, III 
Brunner 
H. S. Crocker 


Harmilton, Ohio 
; McCormick-Armstrong 


Wisconsin 
Miquon, Pennsylvania 

Erie, Pennsylvania 
New York 17, N.Y 


Bei-Thomas Printing 
3 Jj K Copy-Art 

Lutz & Sheinkman 
Philadelphia 6, Pa 
Neenah, Wisconsin 
Edwards, Wisconsin 


Printcraft Press, Inc 
Proper Press, Inc. 
Shield Press, In 


PRINTING—Offset 
Bachman Reproduction Service 
Printing Company 
Company 


PRINTING— ~Aetenpeess and Offset Lithography 


Paradise Printers and Pub 


Lithography 

259 East 43 Street 
Inc 190 Jefferson Ave 

Inc San 


.1501 East Douglas Ave 


New York 17, N.Y. 

Memphis, Tenn 
Bruno, California 
Wichita 1, Kansas 


Brooklyn 37, N.Y. 
New York 19, N. Y 
New York 14, N.Y 
Pennsylvania 
York 1, N.Y 
13. N.Y. 


Indiana 


223 Irving Avenue, 
165 West 46th St 

421 Hudson Street 
Paradise, 

229 West 28th St., New 

.129 Lafayette Street, New York 

2010 Montcalm St., Indianapolis 


shers 


SALES PROMOTIONAL COUNSEL 


New York, N. Y Martin Ad Agency (D 


PARCEL POST MAILING BOXES 


Products, Inc 2235 Utica Ave. 
PHOTO ENGRAVERS 
Pioneer-Moss, Inc 460 


PHOTOS IN QUANTITY 


Corrugated Paper 


Moss Photo Service, Inc 
COLOR POSTCARDS 
Moss Photo Service, Inc. 
PRINTING EQUIPMENT 
Harris-Seybold Co 4510 East 71 St. 
B. Verner 
PRINTING—Letterpress 
The Davenport Press, Inc.... -..Mea 
McCormick- ee Co 1501 East ‘Douglas Ay 
Richmond Press. . 23 South St. Box 


West 34th St., 
350 W. 50th St., 


350 West 50th St., 


52 Duane St., 


Moss & Associates 
M. Victor 


Brooklyn 34, N. Y 


New York 1, N.Y 


The William Feather 


New York 19, N.Y 


New York 19, N.Y. 


Cleveland 5, Ohio Remington Rand, Inc 


New York 7, N.Y 


in St., Mineola, N.Y 
e., Wichita 1, Kansas 


654, Boston 2, Mass. Walter ‘Doc’ Hanson 


The Direct Mail Library 


(Quick Reviews of Books of Interest) 


EFFECTIVE BUSINESS WRIT 
ING (Second Edition) By Cecil B. 
Williams and John Ball: 

These two experienced professors 
( Williams — Oklahoma, A & M Col 
lege, Ball— University of Miami) 
have combined their knowledge to 
write one of the most complete busi 
ness writing texts we've read in a long 
time. Covers every phase of using busi- 
ness words from sales letters to 
office advancement. In addition to 
many chapters on different types of 
letters... one complete chapter is a 
study of the direct mail picture. Dips 
heavily into list building and main 
tenance and physical functions of pro 
ducing direct mail. This 
chapter also ‘The Sins of 
Omission and Commission in Direct 
Mail” by Homer J. Buckley. Homer’s 
essay lists five of the common sins as: 
1) failure to appreciate that direct 
mail is a class medium, not mass sell 
ing, 2) Lack of selectivity of list in 
relation to copy appeal, 3) Improper 
timing, +) Failure to recognize the 
importance of the letter in staging 
other formats, and 5) Lack of test 
ing. (The Ronald Company, 
634 pages, $5.00). 

* * * 

MERCHANDISING 
Bud Wilson: 

Youll 
reading 
lot trom it, 


successtul 
includes 


Press 


PRIMER By 


kick out of this easy 
will learn a 
There's no_ specific 


get a 
wimer... and 
} 


too. 
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direct mail section; but it’s recom 

mended reading for anyone who sells. 

Clever layout and Herb Stern sketches 

whiz you through the maze of merch 

andising in an amusing manner... 
leaving you with a better understand 
ing of what makes sales strategy tick. 

Bud Wilson, President of Twing 

Sales Corporation, sets down a seem 

ingly simple procedure for sales suc 

“Get the right product, to the 

in the right quantity, at 

at the right time, in 
(McGraw-Hill Com 
$3.95). 

*? * 
COOPERATIVE 
THE WAY TO MAKE IT 

By Mosher Story Hutchins: 
Some of the large agency account 

executives are liable to fume when 

they read this volume on one of ad- 
vertising’s most controversial subjects. 

But nevertheless, Mosher S. Hutchins 

(Cooperative Advertising Consultant) 

proves there’s more to tie-ins than 

splitting costs. He presents nine tested 
cooperative direct adver 
the book’s twelve 
the importance of 
timing and pretesting... and how 
can be effectively handled by 

Seventy-three illustrations show 

how co 


cess: 
right place, 
the right price, 
the right light.” 
pany, 213 pages, 


ADVERTISING 
PAY 


ways to use 


using in one of 
chapters. Shows 
they 
tie-ins. 
outstanding 
operative advertising has been utilized 
best. (The Ronald Press Company, 256 


$6.00) 


case histories of 


pages, 


rect Sell 
SPEEDAUMAT EMBOSSING 


SYNDICATED HOUSE 


TYPOGRAPHY — 
Clear Cut Duplicating Co 


The Adamm Company 


ng Mail Order) 15 PB E. 40, N.Y. 16, N.Y 
2 East 23rd Street, New York 10, N.Y. 
130 Flatbush Avenue, Brooklyn 17, N.Y 
MAGAZINES 


812 Huron Rd., Cleveland 15, Ohio 


TRADE ASSOCIATIONS 
Direct Mail Advertising Assn..... 
Mail Advertising Service Assn. 


New York 17, N.Y 
Detroit 21, Mich. 


..17 East 42nd St., 
18652 Fairfield Ave., 
TYPEWRITERS 
.315 Fourth Ave., 
VARITYPING — IBM 
.149 Broadway, 
VARITYPE ‘EQUIPMENT 
250 


New York 10, N.Y. 


— PSM 
New York 6, N.Y 


Third Ave., New York 10, N.Y 
303 Buckeye Building, Cleveland 15, Ohio 


A TREASURY OF COLLECTION 
-ETTERS AND IDEAS by Bernard 
Trippett: 
An old hand at credit work, Ber 
nard L. Trippett (Marketing instruc 
University of Mississippi) ofters 
collection letters to fit 
credit situation. He outlines 
calls “The Magic Method” 
of collection management... breaking 
efforts into five stages of 
intenseness. Although some samples 
are antiquated, the author does a 
good job of stressing dignity and busi- 
ness-like approach techniques for re 
from overdue accounts. (Uni 
Business Service, 71 pages, 


tor, 
simple 
every 

what he 


most 


collection 


sponse 
versal 
$2.00). 


THE MIND AND CLOSE 
THE SALE By John M. Wilson: 

Here’s another “must” for all sales 
man. John M. Wilson, Vice-President 
of Sales for The National Cash Reg- 
ister Company shows how 
they can ring up higher profit fig 
ures on his product. Practical help on 
all phases of selling in “Open the 
Mind” also make sound prin 
ciples for direct mail planners. Mr. 
Wilson advises that advertising should 
“be such that it paves the way for 
the salesman and creates a on 
the part of the prospect to the 
salesman.” The curiosity appeal which 
makes the infor 
mation should never be overlooked in 
advertising intended to pave the sales 
man’s way. As for the salesman him 
self, Mr. Wilson reminds him that: 
“Honesty, good health, knowledge ot 
business, enthusiasm plus self motiva 
tion equal sales.” (McGraw-Hill Com 
pany, 250 pages, $3.75) 


OPEN 


salesmen 


some 


desire 
see 


prospect want more 
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7s 
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gimmicks. The WSJ articles finally 
brought the real facts about these rack- 
ets to the attention of financial and busi- 
ness men all over the country. This re- 
porter applauded the articles when they 
first appeared, and we now applaud the 
SDC award. Let's have more racket 


busting! 


eae 


[) TIMES MAGAZINE of The New 
York Times, New York, received top 
honors for direct mail folders and broad- 
sides in the 3rd Lithographic Awards 
Competition sponsored by the Litho- 
graphers National Association. There 
were 34 winners in the direct mail 
category. Times Magazine (agency: Royal 
& de Guzman) entry was 12 die-cut cut- 
outs symbolizing products the Times 
Magazine can sell for advertisers. Other 
first-place direct mail winners included 
Fairbanks, Morse & Co. (agency: The 
Buchen Co.) for pamphlets; Chrysler 
Sales Division, Chrysler Corp. (agency: 
Gene Merecki) for the best catalog; 
Champion Paper and Fibre Co. (agency: 
Campbel! Ewald Co.) for the best in- 
sert and signatures; and Brett Litho- 
graphing Co. for lithographers’ own 


promotion. 
— 


[) “HOW GOOD A JUDGE OF DI. 
RECT MAIL ARE YOU?” Time maga- 
zine, 9 Rockefeller Plaza, New York 20, 
N.Y. asks the question with their 4th 
Circulation Letter Sweepstakes. One 
thousand dollars worth of any products 
or services advertised in the weekly 
newsmagazine is the first place prize of- 
fered in the contest. Advertising people 
are invited to judge in advance the pull- 
ing power of seven Time subscription 
letters. The seven letters are tested to a 
mailing of 140,000 prospects. Person 
who rates all seven letters in order which 
they bring in returns gets top prize mon- 
ey. Second place receives $500 ... 
Third, $100 worth of Time-advertised 
merchandise. All of the letters offer the 
same subscription price. Contest invita- 
tions and copies of the letters were sent 
to advertising men and women in an 


illustrated folder (pictured here). Win- 
ners will be notified as soon as returns 
on the seven letters are tabulated. 


— 
eee 


[) “GATHERMATIC” is the name of 
this new high-speed collator . . . recently 
added to the line of Thomas Collators, 
Inc., 30 Church Street, New York 7, 
N.Y. The “Gathermatic” collates sets of 


2 to 8 pages at the rate of 29,000 per 
hour. Would take one girl 19 hours to 
do the same job by hand. Special fea- 
ture of the machine is its “Ejectomatic 
Feed” principle automatically jog- 
ging sheets before reaching the receiving 
tray. Adjustment can be made by hand 
to regulate delivery from 12 to 60 sets 
per minute. Full information and price 
can be obtained from Thomas Collators, 
Inc. by writing to Dept. M at their 
New York address above. 


| 
eee 


[) “JUST BETWEEN OFFICE GIRLS” 
is a new syndicated house organ being 
test-mailed by Anne Smith of FairMail 
Service, 417 Cleveland Avenue, Plain- 
field, New Jersey. Anne says that the 
executive has trade journals, associations, 
etc., to further his position . . . but the 
thousands of office workers behind the 
scenes don’t. “Just Between Office Girls” 
is directed at this group. It’s an 8'~"x11”". 
one page sheet giving them new ideas, 
cultivating enthusiasm in their job. 
Anne’s test mailing of the idea went to 
1000 top personnel directors who could 
use them as morale and employee-rela- 
tions builders. A good idea! Hope it 


works. 


eae 


(1) “SPRINGHILL” .. . is the newest 
paper sample folder released by Inter- 
national Paper Company, 220 East 
42nd Street, New York 17, N.Y. The 
four - fold, smap folder contains sam- 
ples of L.P.’s complete line of Spring- 
hill Mill Brand Papers: Index, Manila 


Tag, White Tag, Post Card, and Vel- 
lum Bristol. Worth having in your 


idea file. 
JJ) 


(1) WE LIKE .. . North Chicago, IIl. 
Postmaster William H. Woodard’s new 
“I-V-I” Club instituted in his post office. 
Only membership requirement is having 
a letter of commendation for some con- 
tribution to improvement of service or 
facilities. His notice to employees about 
the club reads: “There will be no dues 
— no meetings — no club rooms — no 
assessments — no membership drives — 
just an exclusive group of progressive- 
thinking federal employees who are not 
content with things and conditions as 
they are found, and who believe that 
there is always room for improvement 
of self, services or facilities. The club 
gets its name from the first letters of the 
words (I)magination, (V)ision, (I)nge- 
nuity. We think Postmaster Woodard 
has come up with another fine idea . . . 
more postmasters should do the same. 


rT 

eee 
(1) THE JULY ISSUE of Electrical 
World, 330 West 42nd Street, New York 
36, N.Y. was the subject of this clever 
promotion from that magazine. The is- 
sue is devoted to E. W.’s 8th Steam 
Station Cost Survey. . .with editors “tear- 
ing apart” 43 generating steam stations 
throughout the country to report on 
what makes them tick. Advertising pro- 
motion included an 8”x10” jig-saw puz- 
zle of one of the steam stations (repro- 
duced here). Puzzle was mailed first class 
. . « disassembled in a 5%4"x6%”" box. 


Label on box read: “Contents: One Steam 
Station.” Really got the idea across that 
E. W.’s editors were going to “take 
apart” the story of steam stations .. . 
then put it all together to point up de- 
sign trends of generating plants of the 


future. 
JJ) 


[) DIRECT MAIL DOLLAR VOL- 
UME took another upward swing for the 
first five months in 1953. Total expen- 
diture for that period was $517,467,432 
... @ gain of nearly 6.5% over the 
same period in 1952. The DMAA 
also reports that May figures for this 
year represent a 3.5% increase over May 
1952 .. . with an estimated $97,888,529 
being spent by American business for di- 
rect mail in May, 1953. 
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NEW REMINGTON DUAL-RITE ELECTRIC 
GIVES YOU SHARP, REGULAR OR BOLD TYPING 
AT THE FLICK OF A SWITCH! 


Since electricity controls the impression, and 
each character prints on brand-new ribbon, Dual- 
Rite copy is as sharp, clean and uniform as 


machine-set type. 


When special emphasis is desired, a flick of the 
switch produces bold, double weight typescript 


just like you are now reading. 
gives you two typewriters in one. 


This in effect, 
Two typefaces 


to double the effectiveness of your direct mail, 
letters, folders, brochures, price lists -=- in fact 
all your low-cost "cold composition" jobs. 


In addition, Dual-Rite is so efficient as an every- 
day typewriter that it pays for itself in a very 


short time. 


Its high-speed electric operation and 


automatic features increase production 10%...25% 


eeeeven 50%. 
bons, and reduces 


trate 


It turns out 15 clean, legible car- 
typist fatigue like magic. 


rirteet RP ete tepe ps 


Best of all, Dual-Rite can be operated by any typist. 


No special training or experience necessary. 
See a free demonstration in your office. 


salaries. 


No high 


M\Titttirittrtttii it 
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this IDEA from Remington Rand... 


puts new Punch in your typewriter composition 


That's Bold and Regular printwork you're looking at! Two 
type faces instead of one—produced on the new Remington 
Dual-Rite Electric Typewriter. 

With Dual-Rite in the shop, you can double the weight of 
any word, sentence, paragraph. A flick of a switch does it. 

Think how Dual-Rite will slash type charges — eliminate 
waiting for type corrections. Think how it will put more 
“sell” in your sales letter—a brand-new punch in all your 


directories, direct mail, price lists, broadsides, etc. 

Dual-Rite typing is but one of the many profit-building 
ideas your Remington Rand man can offer. He can show you 
other money-savers such as “ready-to-expose and run” Pre- 
sensitized Plastiplates for offset duplication, long-life Procel 
Stencils, Beautyrite Carbon paper, Nylex Ribbon and others. 
Call him today at your nearest Remington Rand Business 


Equipment Center. You'll find him listed in your phone book. 


SEE HOW DUAL-RITE GIVES YOU DOUBLE 





ACTION, TODAY! For a free demonstration in your 
office or free literature, including samples of Dual-Rite 
315 


’ , 
5 type faces, write 


Fourth Ave., New York 10, New York. 


Remington Rand, Room 2945 











TICONDEROGA OFFSET 


Your best buy for offset lithography on single 
or multi-color presses. Sized, fuzz-free surface 
has fine ink affinity. Uniform quality . . . 
particularly good for trouble-free long runs. 


In seven weights from 50 to 150 Ibs. 





buternatitonal yp per 


PAPERS FoR PRINTING AND CONVERTING 


a 


220 East 42nd Street, 
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COMPANY 


New York 17, N. Y. 





